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~ PROVES TRIPLE SHOCKER 


With the dynamic messages of their leaders ringing in their ears, more than 350 Publix key men, in convention last week at Chicago, 
pledged their loyal and enthusiastic support to the three major issues which loomed unmistakably above the other important details of the con- 
clave. When the delegates left for their respective operations Wednesday evening, the influence of this triple-barrelled impetus to Publix 


KNOW YOUR ORGANIZATION! 


KEY NOTE . CHATKIN OUTLINES NATIONAL 
MESSAGE BY QUOTA AND PRIZE SET-UP IN weosace From 
2ND QUARTER PROFIT DRIVER. DEMBOW 


MR. KATZ 


“Know Your Organization!” 
was the key note of a stirring 
message prepared for the con- 
vention by President Sam Katz, 
and read by David J. Chatkin, 
General Director of Theatre 
Management. 


The complete text of Mr. 
Katz’ message is as follows: 


It is with deepest regret that 
I find myself unable to be pres- 


ent at this meeting—a meet- 


ing that I consider the most 1m- 
portant of any held in the past 
two years—and I want you to 
bear with me when I tell you 
that only a matter of greatest 
importance keeps me from this 
meeting. I am sure, however, 
that Messrs. Chatkin, Saal and 
Botsford and your Division 
Directors, and those other 
executives from the home-of- 
fice, will give to you the fullest 
discourse on the purposes of 
this meeting, and leave you as 
illuminated as though I were 
present. 


You are assembled here—Dis- 
trict Managers, District Bookers 
and District Advertising Men— 
for the purpose of having 
brought to you by the home-office 
men a clearer understanding of 
the relationship that exists be- 
tween the home-office and the 
field, and to attempt, as nearly as 
it is possible in a short session, to 
tie more closely together your 
activities and ours. 


Many of you are somewhat new 
as time goes to PUBLIX. Many 
of you have not yet had an oppor- 
tunity of knowing intimately your 
superiors in New York. Many of 


(Continued on Page Nine) 


Declaring that with the present understanding existing 
between new Publix affiliations, plus the organized and effec- 
tive help which the Home Office is now able to dispense, the 
Second Quarter Profit Campaign should be the greatest in the 


history of Publix, David J. 
Chatkin, General Director of 
Theatre Management, outlined 
the national quota and prize 
set-up for the coming concen- 
trated offensive at the Chicago 
Convention. The prizes invol- 
ved, Mr. Chatkin explained, 
total $30,000 in cash. 


“In all our previous profit cam- 
paigns,’’ said Mr. Chatkin, ‘‘we 


(Continued on Page Five) 
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CONGRATULATIONS FROM MR. ZUKOR! 


Please inform the boys at the convention that the 
studio is turning out the best pictures of its career. In 
all the years I have visited the coast I have never found 
more earnest and more serious effort put behind pro- 
I am sorry not to be with you 
during your deliberations and personally congratulate all 
on the splendid progress made in the past. 
fident you will live up to your reputation and more than 
measure up in the second quarter. 
the boys that now, more than ever, do we have to support 
our own product features and shorts as well as weeklies 
to the best advantage of the corporation as a whole and 
not just from a departmental standpoint. I know Messrs. 
Katz and Dembow spoke of the necessity of supporting 
our production first but since we are making only worth 
while pictures regardless of cost we must have the thea- 
tre department’s whole hearted co-operation with the 
distributing and producing branches which I am sure 
I can count on from the boys assembled here. Knowing 
the loyalty and enthusiasm of the boys in the field, I am 
confident they will bring home the bacon. With my best 


duction than this year. 


wishes to all. 


HUNAN UT 


SHIMANE 


ks tudy Your 2nd Quarter Campaign Manuals NOW! 


Each theatre and executive should now have a set. If not, write to Vivian M. Moses. Get off to an early start! 
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FROM 
MR. KATZ 


All my thoughts are 
with you boys. The road 
to great opportunity is 
just ahead of us and will 
be reached by hard work, 
loyalty and enthusiasm. 

Sam Katz. 
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I am con- 


I wish to impress 


Sincerely, 


Adolph Zukor 
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progress was felt over the entire field of Publix activity. 


These three main issues were: 
1. The launching of the Second Quarter Prize Contest. 
2. The designation of perfect sound in all theatres as the 
major obligation of everyone in Publix. 
3. The beginning of an intensive policy to familiarize all 
Publix with every personality, function and ideal of the 
organization which they comprise. 


STIRS MEN 


Astutely summing up the en- 
tire problem that is to be faced in 
the second quarter, and just what 
the coming drive is expected to 
accomplish, Mr. Sam. Dembow, 
Jr., executive vice-president of 
Publix, sounded a note of en- 
couragement and enthusiasm that 
touched to the heart the men at 
the convention sympathizing with 
him in his bereavement. 

His message, contained in a 
telegram addressed to Mr. Chat- 
kin, was received with an extra- 
ordinary display of emotion on the 

(Continued on Page Four) 


‘SOUND LEVEL’ 
IS BURNING 
~ QUESTION 


Although one of the most im- 
portant subjects covered during 
the Chicago convention was on the 
subject of proper sound and pro- 
jection control, lack of time neces- 
sary to handle so technical and de- 
tailed a subject prevents Publix 
Opinion from giving it to you com- 
plete in this issue. However, in 
your next issue you will have ver- 
batim reports on the speeches 
made by Eugene Zukor, Morris 
Greenberg, and Dr. N. M. LaPorte. 
The highlights of the ‘“‘sound”’ dis- 
cussions revolved around the 
question of ‘‘What is the proper 
sound level’ and ‘methods of 
proper sound distribution.’”’ Near- 
ly all of the period of discussion 
was devoted to asking and get- 
ting practical answers to practical 
questions. 


Dr. LaPorte will give Publix| 


Opinion readers all of the ques- 
tions and answers, in the next 
issue. 


Seldom has there been such 
a spontaneous and sincere dis- 
play of enthusiasm as was man- 
ifested at the convention. The 
speakers were cheered until the 
crystal chandeliers of the Drake 
Hotel rattled in the ceiling. 
The energy of the delegates, 
however, was not dissipated in 
applause and cheering. All of 
them carried home note-books 
full of closely written sugges- 
tions, ideas, useful facts and 
other important data gleaned 
from the three full days of 
meetings. 


Publix conventions are work 
days, not holidays, and this one 
was no exception to the rule. Ar- 
riving at the Drake Hotel, Sunday 
afternoon at 3:30, three hours 
later, the whole group was on a 
tour of the Publix Balaban and 
Katz theatres, inspecting them, - 
witnessing stage productions, hear- 
ing overtures and familiarizing 
themselves generally with the 
operation of the theatres which 
cradled Publix. At 11:30, a pre- 


(Continued on Page Five) 


SUE 


MR. KENT’S 
GREETINGS 


Dave Chatkin, 
Drake Hotel: 


“T trust the convention 
you are presiding over will 
be the finest in the history 
of your department. I know 
you will miss the leadership 
of both Mr. Katz and Mr. | 
Dembow, but it seems to me | 
their absence should be an 
incentive for everyone there 
to try harder than they 

otherwise might to make a 
success of the meeting and 
all the results to follow. All 
the boys in the distribution 
department wish you every 
success and if there is any 
way we Can contribute, please 
let us know. Kindest regards 
to all.”’ 


Sidney R. Kent. 


SUUUACUUETAQUCUUACANOUEAACEARETOCUECUCEACUUCTEUA EGET EAE SEATTLE 


TEL LLCO OE OOOO UEC EEOC LCE C LUC U EOC 


UUM EEUTEECUCETAES CUTE EE EEEO CCE E TTT Ee 


PUBLIX B.0. NEEDS MET BY 


Paramount’s picture product for the 


Outlining the excellence of 


PUBLIX OPINION, WEEK OF MARCH 


coming year in a three page telegram addressed to Mr. Chatkin at 


the convention, 


Jesse L. Lasky, vice-president ‘in charge of Para- 


mount production, fired the Publix delegates with a zeal and enthu- 


siasm that caused them to leave 


breaking all box;office records. | 


Mr. Lasky’s opinions are based: 
on personal previews of prints 
and rushes seen by him at the 
Long Island studios in, the last 
few :days. ; His. complete ; telé- 
gram follows: ROS eo) 

' I wish Ijcould hdve been present 
at; your meeting; in, Chicago to 
convéy in p rson/ my. aga 
feeling regardin ‘our product still 
to bé délivered/thisiseason, AS. 
you know, I have just returned 
from Hollywood and in the last 
two days have covered our product 
at the Long Island Studio so that 
the message I have for you is bas- 
ed on what I actually have seen 


in both studios in the way of|. 


completed pictures and rushes of 
pictures not yet assembled. At 
intervals in the past, our produc- 
tion department has had _ its 
slumps and then again there were 
periods when the product in rap- 
id succession was of a very high 
quality. Sait 
My survey just concluded 
has convinced me that we 
are on the eve of delivering 
you the most consistent and 
greatest number of box-office 
hits that we have. ever turned 
out in the history of our cor- 
poration or, for that matter, 
the industry itself. 
Outstanding Pictures 

Before leaving California, I pre- 
viewed ‘“‘Sarah and Son,” ‘“Honey,”’ 
“Young Eagles,” ‘Benson Murder 
Case,” ‘Light of Western Stars,” 
*“Tadies Love Brutes,”’ and ‘‘Par- 
amount on Parade,’”’? Hach one of 
these pictures proved outstanding 
and beyond the average in box-of- 
fice quality. You and your boys 
must have heard of the almost 
electrifying reaction to the pre- 
view of ‘““Paramount on Parade.”’ 
Believe it will prove the most in- 
stantaneous and biggest money 
picture of the year. 

T have never seen any pic- 
ture score as this one did 
where number after number 
was applauded and where at 
the conclusion the audience 
arose and with a spontan- 
eous burst of applause indi- 
cated their enthusiastic ap- 
proval. 

Do not confuse this with the so- 
called revues already produced 
showing flashes of prominent peo- 
ple. This is an intimate presen- 


tation of the entire group of Par- 


amount’s most outstanding person- 
alities doing their very best and 
at the same time doing things that 
the public wants to see them do. 
For instance, Chevalier makes 
three appearances, each time top- 
ping anything he has done in his 
two previous pictures. George 
Bancroft packs more entertain- 
ment in his fifteen minute sur- 
prise sketch in serious drama and 
uproarious comedy than we have 
been able to put in a whole Ban- 
eroft feature. Nancy Carroll is a 
revelation and shows herself to be 
the musical comedy sensation of 
all time. Ruth Chatterton wrung 
the audience’s heart in a charac- 


ter impersonation and song that 


will electrify audiences. 

Clara Bow just added to the re- 
vue looking as she has never look- 
ed before. Will thrill every Bow 


fan in one of the best numbers 


ever staged. Jack Oakie’s fre- 
quent appearance with Leon Er- 
rol and Skeets Gallagher kept the 
audience in continuous laughter 
and tied the parade of stars to- 
gether in a manner SO clever, that 
the whole entertainment took on 


- a_speed that is impossible to de- 


scribe. Helen Kane has never had 


such material and neither has 


Buddy Rogers and Lillian Roth 
and incidentally, little Mitzi will 
stop every performance and re- 
vealed such outstanding talent 
that on the strength of this per- 
formance, we are planning to 


make her a new Paramount star. 


Chicago full of high hopes for 


William Powell, Clive ‘Brook, 
Warner Oland, Dennis King, Rich- 
ard Arlen, Gary ‘Cooper,’ Mary 
Brian, Jean Arthur, Harry Green, 
Kay Francis, Zelma O’Neal of 
“Good News’’: fame, Evelyn Brent, 
all revealing ‘themselves as much 
more versatile. artists than you 
think: they arg, round out a show 
that will convince the world that 
Paramount has taken the not too 
popular revue. form and turned it 


‘with its great array of artists in- 


to a new entertainment as dif- 
ferent from all previous revues as 
the “Love Parade’ was different 
from all previous musicals. 
“Honey” a Hit 
“Honey” is a smashing hit 
which many of us believe sur- 
passes ‘‘Sweetie.”’ “Sarah and 
Son’ stamps Chatterton as the 
sereen’s greatest emotional ac- 
tress and should be the women’s 
picture of the year. 
Lack of space makes it im- 
possible for me to give de- 
‘tails of the other pictures 
mentioned above but I cannot 
pass by “The Light of West- 
ern Stars’? because here is 
the ideal Western that you 
have been waiting for with 
comedy such as no Western 
has enjoyed and which would 
have been impossible until 
sound made the screen what 
it is today. 
“The Big Pond’ is finished and 
this picture, I believe, will meet 


lyour own formula as to how 


Chevalier ought to be finally pre- 
sented to win the balance of the 
fans who are not yet sold on this 
ereat star. It is down to earth 
box-office entertainment with as 
many belly laughs as a Chaplin 
picture. Need I say more? 

Buddy Rogers in ‘‘Safety in 
Numbers” following that great 
little picture ‘“‘Young Eagles,”’ 
stamps Buddy as the musical com- 
edy star of the new generation. 
Here is a natural that has all the 
elements of the most popular mus- 
ical shows and after you see this 
picture we feel there will be a gen- 
eral request to keep Buddy in 
nothing but musical comedies. 


lhe Return of Fu Manchu’ is 


just a little better than the orig- 
inal Fu Manchu and should top 
all thrillers in a season of thrill- 
ers. “The Texan’. with Gary 
Cooper and a great cast is a reve- 
lation, Here is an honest to God 
worthy companion piece to the 
‘Virginian’? and I say this not as 
‘a hazardous guess but because I 
saw all of the rushes a week ago. 
Clara Bow 

Clara Bow in ‘True To the 
Navy’ will top ‘“‘The Fleet’s In’’ be- 
cause Clara has been away taking 
a rest and has returned looking 
slim and more eharming than at 
any time in her career and the 
sailor atmosphere and songs which 
she sings for the first time in a 
Bow picture will reveal a greater 
Bow and will undoubtedly ereate 
new Bow box. office records. 
Oakie in ‘““High Society” is a nat- 
ural. Powell in the “Shadow of 
the Law’ is as good as the ‘‘Street 
of Chance.” Need I say more? 
Eddie Goulding directing Nancy 
Carroll and a great cast in “<The 
Devil’s Holiday.”’ It is a super 
special that will put Nancy Car- 
roll before the public as the great- 
est emotional actress of the young- 
er generation. 

When I tell you “The Devil’s 
Holiday’? surpasses Swanson’s pic- 
ture “The Trespasser’ you have 
a right to expect a box office 
knockout and that is what “The 
Devil’s Holiday’ is. Bancroft’s 
“Cave Man” will show Bancroft in 
a new situation different from any- 
thing that he has done. No un- 
derworld_or war stuff. A brand 
new Bancroft idea and last but 
not least, Long Island has taken 
first rank as a producer of major 
hits in delivering us “Young 


‘Home Office.. 


HUMANNESS IS 
STRENGTH OF 
PUBLIX 


Confirming Mr. Katz’ idea re- 
garding the importance of know- 
ing one’s organization, HE. V. Rich-. 
ards, Vice President, of Publix and 
President of Saenger, declared. 
that the information must be im- 
parted in a human way if it’ is to 
do any good, That* is why, he 
pointed out, we of Publix are so 
particularly fortunate in having 
sympathetic representation at the 


‘The theatre, next to. ‘the 
church,” Mr. Richards said, ‘(deals 
with human element more than 
any agency ‘on.earth. ;It is; in 
terms of humanness that all in- 
formation should be interpreted to | 
man-power. You all have repre- 
sentation in New York that is tol- 
erant and intelligent. Your mis- 
takes are properly defended there 
by Mr. Chatkin. That element of 
humanness, practiced by him, and 
by Messrs. Katz, Dembow and 
other Home Office Executives is 
the strength of the Publix organ- 
ization.”’ Sse 


St 
oe 


Man of Manhattan” and “Danger- 
ous Nan McGrew.”’ 

“Young Man of Manhattan” 

“Young Man of Manhattan”’ is 
the best selling novel of the year 
wonderfully acted by the star: of 
“Lady Lies,’ Claudette Colbert 
with Charles Ruggles, Ginger 
Rogers, .Norman Foster — all 


-lnames that will be in the lights 


by the end of next year, giving 
you a greater picture than ‘‘Lady 
Lies’? and one in the most popular 
mold that will make theatre his- 
tory this spring. I will guaran- 
tee this one. : 

“Dangerous Nan MeGrew’’ with 
Helen Kane, James Hall, Frank 
Morgan, Victor Moore, Stuart Ir- 
win whom you will remember as 
Axel in ‘Sweetie,’ round out an 
entertainment of comedy and belly 
laughs comparable to the ‘‘Cocoa- 
nuts” although more modern and, 
of course, much better produced. 
The other pictures of this season’s 
program I have not mentioned are 
of equally high quality and among 
them will be found natural box- 
office hits but I must conserve 
space. 

Eye On Box-Office _ 

In conclusion, the message J 
want to get across to you boys as- 
sembled today is that in planning 
each story and choosing each cast 
we have as our goal our Publix 
circuit of theatres. We realize 


i'that your success and the prosper- 


ity of our company of necessity. 
depends on the quality of the 
product we can deliver—so the 
pictures enumerated above were 
made under a policy which allow- 
ed us to change stories and casts 
at the last minute because we 
knew that no longer are we mak- 
ing a product to sell to circuits at 
a profit regardless of what busi- 
ness the subjects may draw but 
rather because we realize that the 
test of this product would be the 
actual box-office receipts in every 
Publix theatre in our circuit. 


In endorsing these pictures we 
have no alibis and no excuses and 
we not only believe but know 
through years of experience in 
judging and producing pictures 
that your releases for April, May, 
June and July represent the larg- 
est number of assured box-office 
attractions that have ever been 
turned out by any company. If 
your meeting in Chicago can en- 
gender the same enthusiasm and 
constructive policies for the ex- 
hibition and exploitation of these 
pictures that we have created in 
our coast and Long Island studios 
for production, then indeed, you 
will have achieved a successful 
convention and the Paramount 
Publix Corporation will go from 
first place in the industry to a 
place so far beyond first place that 
I have no name to describe it. 


My best wishes to each one of 
you assembled at the Drake Hotel 
to-day. ~ 
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WATCH FOR 
THIS ONE! 


William Saal announced 
at the Convention that 
“With Byrd at the South 
Pole,” Paramount's terrific 
box-office picture of the ant- 
arctic, will be released in all 
Publix theatres on June. 24, 
playing day and date. Over 
+ 100,000 feet of this ‘picture 
has been taken, which will 
finally to trimmed to about 
8,000 feet. 

_. The picture is not a scenic 
but was taken to have a def- 
inite~.continuity with Box 
Office; appeal. It is an all - 


talking) picture. 
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CHATKIN WINS| 


ACCLAIM OF 
DELEGATES 


While expressing extreme regret 
at the inability of both Mr. Katz 
and Mr. Dembow to attend the 
Convention, the enthusiasm of all 
the delegates knew no bounds in 
commenting upon the masterful, 
effective and inspiring way in 
which David J. Chatkin, General 
Director of Theatre Management, 
handled the convention from start 
to finish. 

“BHverything was conducted per- 
fectly,’ declared Mr. Eugene 
Zukor. “I have received more 
benefit from this convention than 
any meeting I have ever attended 
in my life. I am certain that the 
boys will go back to the field with 
a live determination to make this 
coming quarter one of the greatest 
in history as a result of dt 


This sentiment was heartily rat- 
ified in the speeches of. John 
Balaban, Charles Skouras, By Ve 
Richards, A. M. Botsford, William 
Saal and a host of others who 
crowded around Mr. Chatkin at 
the close of the meetings to offer 


their congratulations. 


PRIZE CONTEST 
HAS PUBLIC 
CAMPAIGNS 


Three individual campaigns, 
with a non-campaign week be- 
tween them, extending from 
March 30th, the beginning of the 
Quarter, to June 28th, its last 
day, will constitute the Second 
Quarter Profit Campaign as far 
as the public is concerned, Vivian 
Moses, Home Office Executive in 
charge of the campaign, announced 
at the Chicago Convention. The 
three campaigns will be called 
The Pageant of Progress, the 
Spring Jubilee of Entertainment 
and the Publix Parade of Enter- 
tainment. : 

The Pageant of Progress will 
start March 30th and end on 
April 26th. The motivating rea- 
son for the campaign will be the 
third anniversary of sound on the 
screen. The Spring J ubilee of En- 
tertainment starts May 4th and 
ends May 24th. This will be a 
period of general joy and happi- 
ness, natural in that season, which 
is best expressed in good enter- 
tainment. The Publix Parade of 
Entertainment, which will start on 
June ist and end June 28th, is to 
stress the big pictures which are 
to be shown in June, the three ele- 
ments to be sold then being, Pub- 
lix, Parade and Entertainment. 


Mr. Moses warned the delegates, 
under no circumstance, to permit 
the campaign to dominate, in ad- 
vertising, lobby display, or any 
other sales medium, over the at- 
traction. The attraction, he 
‘pointed out, should dominate 
everything. 


JOHN. BALABAN 


LAUDS PUBLIX 


LEADERSHIP 


Declaring that the possibilitie 
for promotion and development 
both mentally and financially, can 
be found nowhere to such a mark- 
ed degree as in Publix John Bal 
aban, of Publix Balaban and Katz, 
paid a. glowing tribute at the 
Chicago Convention to the human- 
ness, far sightedness and essentia 
leadership qualities of the men i 
charge of the destinies of the com 
pany. a 
- “Several years ago,” said Mr. © 
Balaban, ‘“‘when I was a film sale a 
man, Sam Katz called me and 0 
fered me a job as the manager 
ofthe Central Park Theatre, ju 
before the Riviera was to open. 
The salary he offered me was 
less than I was making and Ir 


cago with theatres, then later the 
surrounding territory until his 
chain of theatres would be scat- 
tered over the entire country, I © 
changed my mind. To-day, that 
dream has come true. 1s N 


sight to so accurately gauge 
future events is our leader. 


that we are led by a man whose 
vision is so close to reality, and — 
whose progress has been so gener- © 
ously shared by his associates. Th 
possibilities for promotion and de 
velopment, both mentally an 
financially, can be found nowher 
to such a marked degree as 
Publix.”’ 

Mr. Balaban then illustrated hi 
point by outlining the rise in Pub 
lix of Messrs. Sam Dembow, Jr 
Morris Greenberg, 
stein and others, This record, M 
Balaban said, speaks for itself. 

“You are associated with 
group of men in New York,” M 
Balaban told the delegates, “wh 
have real feeling, humanness an 
sympathy. Last night, I was i 
Dave Chatkin’s room when a d 
vision director tried to persuad 
him to hire a veteran and success- © 
ful showman from outside the © 
company to fill the needed opening ~ 
for a district manager. Mr. Chat-— 
kin’s reply was: ‘If there are any 4 
promotions to be made, let’s pick — 
one of our own boys.’ That is the 
type of men who are looking after — 
your interest in the Home Office © 
in New York.” 4 

Commenting on his impression 
after visiting most of the division 
meetings held during the con- 
vention, Mr. Balaban declared that 
he knows no other company where 
the men are permitted to speak © 
out what is on their minds in their — 
own way as they are in Publix. y 

Be. 


BIGGEST ASSET. 
OF PUBLIX IS 
MANPOWER 


‘Publix’ greatest asset is man- 
power,’’ declared Jack Barry, Di- 
rector of Personnel, to the dele-- 

While 


ed in dollars and cents, is man: 
power. That is the most vital sin” 
gle factor in the successful an 
profitable operation of our bu 


ness. 


Humanness, a qualifica’ 
which distinguishes the Publix 
ganization, and one which is ¢ 
denced throughout the operat 
to such a marked degree, is, in t 
estimation of Mr. Barry, a tr 
which may be definitely traced 
Messrs. Katz, Dembow, Chatk 
Botsford, Saal and other home 
fice executives. ' 
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°S THE WHOLE GANG AT THE CHICAGO CONVENTION! 


FACTS, FIGURES 
—NOT THEORY, 
IN BOOKING 


Declaring ‘that the buying 
and booking department is or- 
ganized on a basis enabling. it to 
give the most comprehensive and 
intelligently vigorous service of its 
history, William M. Saal struck 
one of the most enthusiastic notes 
of the convention. 

“The new set-up, which pro- 
vides a division and district book- 
er, in addition to the home of- 
fice booking department,” said Mr. 
Saal, ‘‘will unquestionably prove 
of inestimable value to every Pub- 
lix theatre. 

“We are now organized on a 
basis that is entirely practical. We 
can now operate on the basis of 
figures and accurate information 
based on experience, rather than 
theory. Snap judgment and deci- 
sions made without the benefit of 
availability of complete facts can 
no longer find room in the buying 
and booking phase of our busi- 
ness. We can now complete every 
booking with the fullest advantage 
of every idea the local manager 
can give to us through his inti- 
mate knowledge of local condi- 
tions. 

Booking Is National 

“Of course, the very nature of 
our business makes it advisable 
that our buying and booking nego- 
tiations be conducted on a nation- 
al basis. In 99 per cent. of the 
cases the national scope of buying 
and booking is correct. In one 
per cent. of the cases, which might 
affect.a great number of theatres, 
we need the most sympathetic and 
careful assistance that can be giv- 
en, 

“With our present set-up, we 
feel that this one per cent. which 
has in the past given us most of 
our trouble will be eliminated. We 
all believe that with the smooth 
functioning of our present organi- 
zation, policy changes will become 
less frequent, and made only after 
a great many minds have had an 
opportunity to consider every fac- 
tor of the problem. We also feel 
that we will be able to overcome 
the wildly fluctuating grosses that 
are apparent in many of our the- 


ito us. 


atres, and will be able to strike 
instead a high level of satisfactory 
profit, week after week. 

“In making the analysis of 
available product for the remain- 
ing weeks of March as well as for 
April, May and June [I find that 
you will have attractions that will 
help you make up deficiencies in 
your first quarter quotas, and will 
put you over the top for your 
second quarter quota. 


Best Product Available. 

“In. most of our theatres the 
best product of all other producers 
as well as Paramount is available 
First National, Warner 
Bros., Metro Goldwyn Mayer, 
United Artists, Radio, Fox, Colum- 
bia, Tiffany and Universal all 
have outstanding product from 
which we can make our selections. 

“Tt is a matter of utmost im- 
portance that every theatre main- 
tain a most complete file of ad- 
vance information on every fea- 
ture and every short, whether the 
theatre books that product or not. 
Without such information you 
cannot intelligently set in your 
product, nor can you intelligently 
merchandise it. 

“By complete information I 
mean that you should have the 
running time and footage, the 
cast, synopsis, all available photo- 
graphs and caricatures, and print- 
ed matter. Never before in the 
history of the industry has it been 
so easy to get complete advance 
information that fits the needs of 
bookers,' managers and merchan- 
disers alike. 


Advance Information Helpful 

“With such a file of information 
at the command of each theatre, 
you will find a vast improvement 
in. your program plotting, in your 
trailer copy, posters, newspaper 
advertising and publicity, window 
exploitation, musi¢ sales and mu- 
sic exploitation. Everyone in 
your theatre should be thoroughly 
familiar with the file of informa- 
tion on each picture, whether fea- 
ture or short subject. 

“In again referring to short 
subjects, I want to tell you that 
there is one thing that every the- 
atre manager can do to prevent his 
fluctuating gzcsses from hitting 
the red line of loss or inequitable 
profit. That is the proper selec- 
tion and arrangement and selling 
of short subjects. They are truly 


the spice of your program and 
they mean a great deal more to 
you than you think.”’ 


LOCAL REPAIRS 
MAY SAVE 
HUNDREDS 


Morris Greenberg, Associate Di- ; 


rector of the Construction and 
Maintenance Departments, dwelt 
chiefly on departmental organiza- 
tion in his address at the Chicago 
convention. 

The maintenance organization 
of Publix, now practically complet- 
ed and already working, has been 
set up on a decentralized basis, 
according to Greenberg. He em- 
phasized the fact that the theatre 
manager is the keystone of the en- 
tire set-up, and that upon him and 
his district manager devolve the 
responsibility for the cooperation 
with the maintenance department 
which will insure the success of 
the decentralized plan. 

Local Handling 

“Hverything which can be cared 
for by the district maintenance 
organization, on the- ground, 
should be so handled,” asserted 
Mr. Greenberg. “It is the rsponsi- 
bility of the manager to see that 
petty jobs are immediately cared 
for, lest they develop in the course 
of time into serious major condi- 
tions necessitating far greater ex- 
penditures.”’ 

“The district maintenance man 
has authority to. institute repairs 
or alterations which necessitate 
minor expenditures, up to a few 
hundred dollars. When the work 
falls in this category the manager 
or district manager should take it 
up with the district maintenance 
supervisor, and the work can be 
put through without taking it up 
with the New York office. 

“On major repairs or altera- 
tions, the routine is the same, ex- 
cept that the district maintenance 
supervisor will refer the matter to 
the home office, accompanied by 
his recommendation. 

“The point I wish to emphasize 
is that matters are not to be taken 
up with the home office until 
every local facility for remedying 
them has been absolutely exhaust- 
ed.”’ 

Sound Maintenance 

Referring to sound mainten- 


ance men, Greenberg stated that 


the purpose of developipy this 


corps of field men was not to sup- 
plant but to supplement the ERPI 
men. Much of their work will be 
of an educational nature. As in 
the case of maintenance, sound de- 
fects should be taken up first of 
all with these field men, though 
the division Maintenance Super- 
visor, to whom they report, and 
the matter carried to the home 
office only in the event of failure 
of the local organization to func- 
tion effectively. 

Mr. Greenberg also spoke on the 
decisions resulting from the recent 
maintenance survey, particularly 
with regard to ventilation. 

“We have decided,’’ he said, 
“not to accept the ventilation sur- 
veys made by the installing or- 
ganization. From now on such 
surveys will be conducted by our 
own men, of whom we have five 
at present. 
on the specifications and details of 
installation, and make arrange- 
ments with local contractors for 
immediate installations, remaining 
on the job until completion and 
making the acceptance inspection. 

“This work will go forward by 
districts, so that one man can su- 
pervise a number of jobs, and we 
will give our immediate attention 
to the South, working up through 
the territory to New England.” 


CHIEFS DISCUSS 
LIVE LOBBY 
PRINCIPLES 


Division Directors Milton Feld 
and J. J. Fitzgibbons divided the 
subject of ‘‘live’’ lobby entertain- 
ment at the convention and of- 
fered illumination that proved 
highly acceptable to the ace show- 
men in the audiences. When 
they concluded, Max Balaban add- 
ed his endorsement of their 
thoughts, and wound up by warn- 
ing everyone that ‘‘live’’ lobby en- 
tertainment should be maintain- 
ed in a well modulated key, so 
that its sound does not penetrate 
the theatre auditorium and inter- 
fere with the entertainment there. 

The discussion of “live’’ lobby 
entertainment made the point that 
instead of entertaining ‘‘hold- 
outs,’ the principal idea is to give 
the atmosphere of lively ‘‘unusual- 


These men will decide | 


EVILS OF LOOSE 
ACCOUNTING 
STRESSED 


The importance of a careful sys- 
tem of accounting and control in 
each theatre was emphasized by 
F. L. Metzler, Comptroller, in his 
speech before the Chicago conven- 
tion, not merely as protection for 
theatre property, but as a deter- 
rent of crime. Temptation due to 
faulty accounting, may irrepara- 
bly injure the morals of young 
men and women, he pointed out. 

“It is a duty that theatre 

. executives owe to their com- 
munity to make sure that all 
accounts, tickets, properties, 
andi loose expenditures are un- 
der absolute control,’ he de- 
clared. 

Investigators used by the com- 
pany serve to accomplish just that 
purpose. .In their travels from 
theatre to theatre, they have 
learned to detect loose handling of 
tickets and money, and they are 
able to correct faults due to care- 
lessness or lack of knowledge. 

In many cases, Mr. Metzler de- 
clared, what seems at first to be 
an open case of larceny is shown 
upon investigation to be nothings 
more than poor handling of the- 
atre accessories and equipment. 


ness’’ to the theatre, which will 
cause talk, and thus reflect itself 
in the box office. Another thought 
is that it gives the touch of hu- 
man talent that‘ ‘‘all-sound policy’’ 
eliminates. Furthermore, ‘‘live” 
lobby entertainment puts the wait- 
ing patrons in a receptive frame of 
mind to give greater appreciation 
to the main show. - The idea of 
live lobby was likened to “‘des- 
sert’’ and “appetizer’’ for the in- 
coming and outgoing patrons. 


PROFITABLE PREVIEW 


Realizing that ‘‘Seven Days 
Leave’ is a great critic picture, 
the staff of the Chicago Theatre, 
Chicago, persuaded the critics to 
see it before its loop showing. 
Their raves, together with the 
Publix Anniversary Stage Show, 
helped the theatre roll up addi- 
tional revenue. 
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MR. CHATKIN LISTS PUBLIX 


ACCOMPLISHMENTS IN 1929 


As the Chicago convention drew to a close, and the last speaker 
had taken his seat on the platform, David J. Chatkin, who for three 
days had served as a brilliant representative of Messrs. Katz and 
Dembow in engineering one of the most successful and inspiring 
conventions in Publix history, rose to his feet quietly and said: 
“Now, I’m going to speak for myself.” 


By that, he meant he was going 
to speak as General Director of 
Theatre Management for Publix. 
Although his talk dealt with fig- 
ures and statistics, which bore elo- 
quent testimony to the progres- 
sive march of Publix theatres, one 
statement stood out and thrilled 
his audience perhaps more than 
any other part of his spéech. This 
statement, his hearers knew, from 
personal experience, was not 
an idle one, and certainly played 
a large part in the success he was 
tabulating. It was: ‘‘The greatest 
satisfaction in my life is in pro- 
moting men.” 


“My main ambition,” he contin- 


ued, “is to help and develop men. 


It is the greatest job we have 
ahead of us. I wish all you men 
would refer to the issue of Pub- 
lix Opinion (Vol. III, No. 20—Kd.) 
regarding the value of patience 
and tolerance in puilding up men. 
Don’t take the easiest way—that 
of getting a new Man.. You can’t 
find anything out about a man un- 
til you give him a chance. Con- 
stant shifting of men has no mean- 
ing in the development of man- 
power. Seek out his good points 
and help him with his weaknesses. 
Have patience and be tolerant. 
That is the only way of getting 


along. 


Let Them Think 


“Pere is another nee 

ine in the development of men. 
nak do all the thinking for them. 
Let them do it. Unless you allow 
them to make a mistake or two, 
you will never know of their ca- 
pacity to make them and, hence, 
will have no way of correcting 


them. 


“Another important thing which 
I cannot stress too strongly is the 
fact that a district manager can t 
be successful unless he develops 
one or two men to take his post. 
He cannot be promoted unless he 


does so.” 


Mr. Chatkin then outlined some 
of the developments during the 
past year. In regard to the 10 
cent passes, he reported that, after 
a trial of eight weeks, the results 
are most excellent. The New 
England and the Finkelstein and 
Ruben divisions distributed the 


most ten cent passes. 


The most important result of 
the system, however, is not the 
revenue but the fact that..there 
has been an appreciable reduction 


of passes. 
average of one pass for every 60 


paid admissions. Now there is one} 


pass for every 79 admissions. 


Mr. Chatkin again stressed the 
importance of having perfect 
sound in theatres and requested 
that a report on sound be given 
every week, even if it is consist- 
ently good. 


Acccomplished in 1929 


Passing on to other accom- 
plishments during the year 1929, 
Mr. Chatkin commented. on the 
grand total of actual operations 

including affiliations. And on 
the number of theatres now in 
construction to be’ opened 
in 1930, In January 1, 1929, 
Publix had 4 divisions. On Jan. 
1, 1930, there were 11. The 
number of men put through the 
Managers’ School since it start- 
ed through 1928 was 80. The 
number of; men graduated in 
1929 was’50. Of these 132 men, 
99 are managers and 3 are dis- 
trict managers. There are now 
11 men from the Department of 
Front House Operation in the 
field. 


With regard to the man power, 
Mr. Chatkin pointed out that in 


Last year there was an} 


CHANGING NAME 
A COMPLIMENT 
TO PUBLIX 


The great compliment paid to 
Publix by Paramount in changing 
the name of the corporation from 
Paramount Famous Lasky to Par- 
amount-Publix, was dwelt upon by 
A. M. Botsford, General Director 
of Advertising and Publicity; and 
chairman of the meetings at the 
Chicago convention. 


“The change was requested by 


Mr. Jesse L. Lasky, Vice Presi- 
dent of Paramount, despite the 
fact that his name has been in the 
official title of the company for a 
great number of years. ‘This is 
a magnificent tribute to the accom- 
plishment of Publix Theatres and 
one of which everyone in Publix 
should be justly proud. 


dgescven. to the probable ar- 
rangements, the pictures will still 
be referred to as Paramount pic- 
tures and the theatres as Publix 
theatres, the name Paramount- 
Publix not being employed in that 
connection. The presentation of 
the picture will probably be by 
Paramount-Publix and all station- 
ery in the company will bear that 
name. 


“Another example of an old 
and well-established name which 
is rapidly embracing Publix is the 
one of Publix-Balaban and Katz 
Theatres here in Chicago. It is 
certainly gratifying to us from 
the Home Office to see the name 


“Publix” so prominently displayed. 


from the finest theatres of this 
city.”’ ; 


1929, Messrs. Frie Walsh, E. R. 
Ruben, J. J. Rubens, Mayer and 
Koerpel were made division direc- 
tors and did fine work, despite 


the difficulties of their assign- 
ments. The same was true of the 
other four division directors. 
Promotions 
Among. the promotions an- 
nounced by Mr. Chatkin were: 
_E. T. Leaper, from Manager 
of the New York Paramount to 
City Manager of. New York in 
Mr. Feld’s division; also in Mr. 
Fitzgibbons’ division, Edward 
A. Cuddy was promoted from 
district manager to Springfield 
_ division manager; George T. 
-‘Cruzen from manager of the 
Paramount Theatre, New Haven 
to district manager; Herbert 
Chatkin, from manager of the 
Paramount Theatre, Springfield, 
to district manager, 


In Mr. Mayer’s division, Nate 
Frudenfeld was promoted from 
district manager to _ division 
manager; E. R. Cummings from 
district manager to division 
manager; Charles M. Pincus 
from city manager to district 
manager; A. Stolte from mana- 
ger of Paramount, Waterloo, 
Ia., to district manager; H. 
Grove, formerly manager of the 
Fort, Rock Island, Ill., to dis- 
trict manager. 


When he had completed enu- 
merating this most effective cor- 
roboration of his creed in develop- 
ing man-power, Mr. Chatkin thank- 
ed the delegates for their interest 
and co-operation which helped to 
make the meetings so successful 
and. with the bang of Mr. Bots- 
ford’s gavel on the table, one 
of the most enthusiastic and in- 
spiring of Publix conventions was 
at an end. 


ft 


MESSAGE FROM 
MR. DEMBOW 
"STIRS MEN» 


(Continued from Page One) 
part of every one assembled. It 
follows: . 

“It is very difficult for me at 
this time to express my keen dis- 
appointment in not being able to 
attend the convention because, 
knowing that Mr. Katz would not 
be present, I looked forward, in 
fact, welcomed the opportunity of 
at least trying to substitute for 
him. However, in spite of person- 
al circumstances or conditions, we 
must carry on, for our responsibil- 
ities are great and there is a 
tremendous job ahead of us that 
must be done. 


“In the past, we were always 
more or less inelined to look upon 
our second quarter with a certain 
amount of apprehension and scep- 
ticism. Usually there were two 
elements over which we had very 
little control and which in a large 
measure broke down whatever re- 
sistance we attempted to build up 
during that period. One was poor 
picture product; the other was hot 
weather, with the net result that 
our second quarter invariably 
proved disastrous. JEarly last 


December, Mr. Katz, Mr. Chatkin 


and myself started discussing 
plans for this coming second 
quarter, and we finally decided to 
conduct a drive during that entire 
period and amply reward those 
who by their diligent efforts pro- 
duced the results we had a right 
to reasonably expect. This drive 


is about to be launched and I want 


to point out briefly the tremendous 
advantages you have this quarter 
over any other similar period since 
the inception of Publix, 

“First: and foremost, I know 
the product that is going to be 
available to your theatres during 
this period will undoubtedly be 
of the most outstanding quality, 
particularly the pictures coming 
from our own company. Second, 
many more of our theatres will be 
ventilated and refrigerated which 
should enable you to overcome any 
unusual hot spells. Third, the 
impetus which you have gained 
during this past year through the 
tremendous enthusiasm shown by 
the public for talking pictures 
should also carry over into this 
coming quarter. 

“So, taking all these points into 
consideration, we feel and I am 
eertain you do, that the quotas we 
have set for your respective dis- 
tricts are most fair and attainable 
if the proper effort, energy, and 
enthusiasm are shown. There is 
a great deal more I could and 
would like to say to you but am 
sure you appreciate my situation, 
so let me bring this message to a 
close by wishing everyone present 
the best of luck and may the spirit 
of Publix guide you all to higher 
and greater success.”’ 


CAN’T LOSE! 


M: D. Cohn of the Electric 
Theatre, Joplin, Mo., sends the 
window card illustrated below. 
Placed in the windows of mer- 
chants all along Main street, the 
picture received a great plug. 


YOU 
DON'T 
GAMBLE 


WHEN YOU TRADE 
AT THIS STORE 


WE GUARANTEE 
SATISFACTION) 


@ TICKETS TO SEE AND HEAR 
@@ Who Killed New York's Most Notorious Gambler! 


William Powell 
“STREET OF CHANCE” 


ELECTRIC 


STARTING 


SUN., MARCH 9TH 


PUBLIX OPINION, WEEK OF MARCH 14rtu, 1930 
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W. K. HOLLANDER 
_ TALK ON ADS, 
NEXT ISSUE 


; i 
¢ Lack of time prevents 
; publication in this issue of 3 
~ the full text of the speech }$ 
4+ and the examples of institu- ; 
; tional advertising presented 
3 by William K. Hollander at $ 
: the Chicago convention. ; 
; However,, these will be pre- ¢ 
« sented complete in the next 4 
¢ issue. Watch for them. Mr. j 
; Hollander, as head of the ¢ 
% Publix-Balaban & Katz ad- $ 
{ vertising department was de- ; 
; signated by A. M. Botsford ¢ 
¢ as the originator of institu- 

$ tional advertising in the the- 

¢ atre, and as its most capa- ; 
* ble exponent. Mr. Holland- 

! er’s remarks were illuminat- } 
; ing to a high degree, and ; 
; careful reading of his speech 

; will give you a great many ; 
} valuable ideas. ; 
oe 
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SKOURAS, PUBLIX 
PARTNER, LAUDS 
MR. KATZ 


An enthusiastic eulogy, of Mr. 
Sam Katz as a man, a friend, a 
marvelous organizer, astute busi- 
ness man and natural leader, was 
the subject of the address by Mr. 
Charles Skouras, Publix partner, 
in addressing the delegates at the 
convention. 

“T love that man,’’ Mr. Skouras 
said, simply and effectively. “It 
gives one courage merely to talk to 
him. One seems to be in a differ- 
ent atmosphere when in his pres- 
ence. One feels different. One 
senses that one is in the presence 
of a great man. To increase some- 
thing like 200 theatres to over a 
thousand in four years is a big 
job and it takes a big man to do 
it. Sam Katz is that big man.” 

Speaking of the advance of the 
motion picture industry, Mr. 
Skouras said that “‘when I saw 
‘The Vagabond King,’ I realized 
that this business is just starting.”’ 


Delegates Thank 
Jack Barry for 
Smooth Plans 


So perfectly had Jack. Barry, 
Director of Personnel, planned and 
executed the mechanical details of 
the convention that it worked as 
smoothly and precisely as a well- 
oiled machine. From the minute 
the delegates took the train at 
New York to the time they were 
on their homeward trip, every one 
of their needs was taken care of 
in advance and the machinery of 
the convention went through like 
clock-work without a single hitch. 
The same was true of the schedule 
of meetings, also planned by 
Barry. : 

The manner in which he was 
lionized by the delegates bore elo- 
quent testimony to how much his 
splendid work with the company 
is appreciated. His efforts 27ith 
the Managers’ School and, more 


recently, in the Personnel Depart- 


ment, have been the means of 
furnishing the visiting district and 
division managers with some of 
their most valued subordinates. 
For this, and also, for the efficient 
and thoughtful way in which he 
managed the details of the conven- 
tions, the delgates were not slow 
in expressing their hearty and en- 
thusiastic appreciation. 


DAVID INTERVIEWED 


Harry David, Utah-Idaho Divi- 
sion Manager, recently interview- 
ed by the Salt Lake City ‘‘Deseret 
News’”’ on the commercial and in- 
dustrial advantages presented by 
that city, inspired editorial com- 
ment as well as a lengthy news 
story. | 


EUGENE ZUKOR 
SCORES WITH 
HEART TALK 


The building program of Pub- 
lix depends upon the men within 
its ranks, Eugene J. Zukor, Direc- 
tor of Maintenance, Construction 
and Research told the delegates in 
one of the most human, interesting 
and inspiring talks that came down 
from the speakers’ platform. 

Calling himself the oldest em- 
ployee of the company, having 
spent 25 of his 33 years with it, 
Mr. Zukor started his address by 
briefly outlining the history of the 
company from the early penny slot 


machine days to the present. He 


explained how Mr. Adolph Zukor 
was forced into the production of 
pictures because there was no 
available product for his theatre. 
He had no experience in pictures 
so he looked around and finally 
found two men whom he offered — 
to pay 50% of all the money that 
came into the firm. ‘‘Since then,” 
Mr. Eugene Zukor said, ‘“‘the same 
premium has existed on brains in 
the company.”’ : 

Mr. Lasky’s acquisition to the 
company, Mr. Zukor recounted, 
came about when his father first 
saw ‘“Brewster’s Millions’ with 
the name Jesse L. Lasky. Mr. — 
Adolph Zukor didn’t know him but — 
said if that is the product of his — 
brain, he wanted him in his com- ~ 
pany. A wire was sent to Mr. — 
Lasky and he responded. This was — 
the beginning of Paramount Fa- © 
mous Lasky. 

After briefly sketching the finan- 
cial difficulties of the company, 
during which the loyalty of the 
company’s employees was put to a 
strenuous test and proved stead- — 
fast to a man, thus insuring the ~ 
ultimate success of the organiza- — 
tion, Mr. Zukor came to the period — 
when Paramount Famous Lasky ~ 
was looking about for theatres. — 
They saw perfection in the Bala- — 
ban and Katz organization. Not ~ 
only did it have ideals but it was — 
successfully selling them to the 
public. It. became the ambition of 


Paramount’s leaders to make Bal- — 


aban and Katz come with them. — 
Finally, Sam Katz and the Bala- — 
bans ‘“‘took a chance” as Mr. Zukor — 
humorously put it, and went with © 
them. The result was Publix. 4 

“The finest body of men ever — 
assembled in one company are ~ 
here in this room,’ declared Mr. — 
Zukor. ‘This group of men is — 
filled with a power to accomplish — 
things that no other body has. I © 


have derived more benefit from i 


this assembly than from any meet- 4 
ing I ever attended in my life. 
‘We need men of your calibre. 


When you go back to your opera- 7 


tions, try and help some of the 
men under you to attain your 
level. Be big brothers, cousins, 
fathers or whatever will help 
them, sympathize with them, be- 
friend them and encourage them 
to grow, to develop and to pro- 
gress. | q 

“Speaking of my. own depart- — 
ment, our building program de- © 
pends on you. If your house is — 


no good, do so much business that — 


you’ll need a new one. We won't — 
build any faster than you fellows ~ 
push us and we want to be push- 
ed.”’ 


NO MISTAKES 
In order to eliminate ‘misun- 
derstanding and confusion after 
_ picture trailers are shown, Nate 
Frudenfeld, district manager of 
eastern Iowa, had the trailers, 


reproduced below, sent to all of 
his theatres. 
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PROGRAM-CONSTRUCTION IS 


SHOWMAN’S STARTING POINT 
JOHN BALABAN DEMONSTRATES 


Program construction—the starting point of showmanship, | months and, taking into consider- 
discussed in a most comprehensive and illuminating manner by 
John Balaban, was one of the most valuable factors in the 


Chicago convention. 

Mr. Balaban, as the theatre 
operating head of the Publix- 
Balaban & Katz theatres, and 
of the Publix-Detroit houses as 
well, told the convention dele- 
gates of the experiences of his 
organization in selecting units 
of entertainment, and of prop- 
erly balancing them in a man- 


ner best suited to public taste. 

From his own personal experi- 
ences which date back to partici- 
pation in the earliest activities of 
Balaban & Katz theatres, Mr. Bal- 
aban placed his store of knowl- 
edge at the disposal of everyone. 
Accurate program plotting, he 
said, is the invariable cause of sat- 
isfactory grosses. 

“While most of the things I say 
are familiar facts to all of you, 
I hope that our experiences will be 
of help to you,’’ Mr. Balaban be- 
gan. 

“We have found the two hour 
show to be the ideal length. Au- 
dience appreciation is easily ana- 
lyzed in terms of balance, contrast, 
and effect, rather than in length 
of the whole program. 

“It has been our experience 
that by analyzing our prospective 
audience, and then matching 
available units of entertainment 
to the prefernces indicated, best 
results are had. We preview 
every short subject, of course, 
and when once our program is set 
up, we go on the principle that 
anything that is good enough to 
be included in the show is good 
enough to be advertised and sold. 

Among the inovations now in 
effect in B&K-Publix theatres is 
the half-hour supper-show . news- 
reel offered on week-days. This 
show gives importance to the 
newsreel, and indicates a power- 
ful box-office attraction in that 
type of program-element.”’ 


Novel Tableau Used To 
Replace Overture Trailer 


An appropriate tableau was used 
at the Michigan Theatre in De- 
troit instead of a trailer for an 
opening to a ‘“‘Vagabond King” 
overture. 

The stunt was worked in the 
following manner. The stage cur- 
tains opened to disclose a group 
of girls in tableau formation, 
wearing costumes similar to those 
worn in the picture. The girl on 
top held a long trumpet from 
which hung a banner reading, 
“The Michigan Theatre Presents 
Eduard Werner Conducting Selec- 
tions from the ‘Vagabond King’!”’ 


PUBLIX, THEATRES 
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Feb. 28th ’30 


The stage is set. The 
wings are buzzing with 
excitement. Theaudience 
is ready! Soon you'll step 
out into the flood-lights. 


As star or extra? You are 
writing this billing, so it’s 
up to you to title your- 
self. The curtain is about 
to rise on the : 


SECOND QUARTER | 
PRIZE CONTEST 
Are you ready? Here’s 


your cue (the word is 
“Profits”) Last call! 


DES MOINES HAS 
SUCCESS WITH 
DIPLOMACY 


Clever handling of a difficult 
problem signalized the showing of 
“Hallelujah’’ at the Strand, Des 
Moines. Details of Manager Ted 


Emerson’s campaign as forwarded* 


by District Manager E. R. Cum- 
mings illustrate the finesse with 
which the picture was exploited, 
and are reproduced as a guide to 
managers playing this picture and 
others which demand discrete 
handling. 

~Primary problem was avoidance 
of permanent injury to the thea- 
tre which might have followed a 
direct. appeal to colored citizens, 
and the possibility that difficulties 
might arise from indiscriminate 
jamming of colored and white pa- 
trons in holdouts during the im- 
mediate run. Mr. Emerson solved 
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(QUOTAS, PRIZES|HUGE PUBLIX CONVENTION 


FOR DRIVE 
EXPLAINED — 


(Continued from Page One) 
based our set of averages on the 
profit of the past six or eight 


ation the nature of the product, 
figured out approximately how 
much profit the various theatres 
could be called upon to make. 

“In this campaign, however, we 
are not figuring on wholly past 
effort. A national quota has been 
set up for the second quarter 
which will be the measuring 
standard used in this campaign. 
This quota has been broken up in- 
to divisions, districts and theatres. 
The prize awards will be based on 
the amount by which each theatre 
exceeds the quota set, for it. 

Each Quota Fair _ 

“We believe that each quota is 
a fair one. When the quotas were 
given out, every division director 
went over them carefully and was 
thoroughly satisfied as to the 
amount involved before they were 
finally accepted. In some instanc- 
es, where’ division directors 
thought their quotas were not 
commensurate with their opera- 
tions, they fought for changes and 
got them. 

“The quota is based on an oper- 
ating profit and not on P-F-L 
share. It is always net and based 
100 per cent on what the theatre 
manager submits in his weekly re- 
port. Mr. Metzler and Mr. Gow- 
thorpe have arranged to make as 


this by meeting with negro lead- 


few adjustments as possible and 


PROVES TRIPLE SHOCKER 


(Continued from Page One) 
view of ‘““Young Eagles’’ was held 
at the Dearborn Theaire. 


Greeted by Chatkin 

Monday morning, after a gen- 
eral assembly, David J. Chatkin, 
General Director of Theatre Man- 
agement, greeted the delegates 
and expressed the regret of both 
Mr. Katz and Mr. Dembow at their 
inability to be present. Mr. Katz 
was detained, Mr. Chatkin ex- 
plained, on very important busi- 
ness ,while Mr. Dembow was un- 
able to attend on account of the 
recent death of his mother. Mr. 
Chatkin expressed the sentiments 
of the entire gathering in extend- 
ing to Mr. Dembow the sincere 
sympathy, not only of every mem- 
ber of the convention but of all 
Publix. . 

Mr. Chatkin then read a mes- 
sage, especially prepared for the 
occasion by Mr. Katz, which pro- 
foundly moved the entire assem- 
bly. When he had finished read- 
ing, he was met with such a ter- 
rific outburst of applause and 
cheers that it ‘‘stopped’’ the con- 
vention. The full text of this ad- 
dress in found elsewhere in this 
issue. 

Following Mr. Katz’ message, 
Mr. Chatkin spoke on the national 
quota and prize set-up. The Sec- 


Balanced Variety 


Advertising Contacts, 


ond Quarter Drive Campaign was 
then outlined by Messrs. Botsford 
and Moses. After the meeting, a 
set of four, manuals, especially 
prepared for the campaign by 
Vivian Moses and explaining in 
detail everyone of its various 
phases, was given to each of the 
delegates. These manuals, are be- 
ing mailed to every. Publix thea- 
tre, so Publix Opinion will not 
reproduce their contents. 
Other Subjects ees 

Among the other topics covered 
at the convention, and the men in 
charge of the meetings were: 

William Saal—Product; Morris 
Greenberg — Construction, Main- 
tenance and Ventilation; C. L. 
Stoddard — Front House Opera- 
tion; Messrs. Stoddard and Green- 
berg — Standardization of Uni- 
forms; Dr. N. M. LaPorte— 
Sound; L. J. Ludwig—Overhead;. 
Dr. Stern—Medical Aid and Wel- 
fare; John Balaban — Program 
Construction, with special em- 
phasis on short subjects; Jack 
Barry — Personnel and schedule 
(District Managers Manual); Mr. , 


Metzler — Investigators’ Reports; 
M. F. Gowthorpe — Miscelianeous 


Expense, Checking, Petty Cash; 
Boris Morros—Music Sales;\A. M. 


Botsford — National Advertising 


Lem Stewart— 
Manuals, 
ete.; L. L. Edwards—Trailers and 
Sound Trains; William K. Hollan- | 
der — Institutional Advertising; 


and new set-up; 


ers and inducing them to pass the | !© : a 
word that colored folk would have | Mr. Saal will do the same thing on 


the balcony to themselves. film rentals. toi 


very anxious to see the picture,|two groups, Class A and Class B. 
Emerson implied that it was not|4 Tatio has been set up of one 


Mr. Schosberg —-Candy Machines 


and Merchandising; Messrs. Fitz- 
gibbons and Feld—Lobby Enter- 
tainment; Charles Skouras—Pub- 
lix as a Partner; David J. Chatkin 
—Passes, Theatre Policies, Screen- 


Builds Program, 


compulsory, but was the only way | Prize to each six theatres or a 
in which consent could be secured 
to show it. This cleared away 
the barrier and also gave the pic- 
ture tremendous word-of-mouth 
advertising. The self-segregation 
was successful, as Emerson had 
daily holdouts of white patrons, 
with colored patrons going quietly 
and directly to the balcony. 

Then Emerson covered the pa- 
pers, frankly stating his problem, 
and emphasizing the fact that 
“Hallelujah” owas a picture in 
which the better class of people 
in Des Moines would be intensely 
interested. His appeal was to 
high-class patronage throughout, 
and in this he had the full sup- 
port of the papers. © 

Letters were sent to 1,500 
prominent women; ushers dis- 
tributed heralds at concerts, reci- 
tals, etc., prior to the opening. 
Schools were contacted and an- 
nouncements in classrooms and 


|and 


assembly halls were made. Appeal 
here was based on the negro mu- 
sic and spirituals in the picture. 

Soon reservations began _ to 
pour in, for groups of from twelve 
to sixty-four with prominent mu- 
sic teachers, University deans and 
other leaders arranging parties. 
News of this was shot to the pa- 
pers. Editorial writers, dramatic 
critics, columnists and _ editors 
were invited to the initial per- 
formance, with gratifying results 
in publicity. 

Business was phenomenal, and 
advertising expenditures ran less 
than 4 per cent of the week’s 
gross. 


Pe 


AUTO TIE-UP AIDS 
FEBRUARY GROSS 


In an effort to bolster February 
profits, H. D. Grove, manager of 
the Fort Theatre, Rock Island, I1l., 
promoted a 1930 Oldsmobile 
sedan, from the local dealer, to be 
used in a contest among the pa- 
trons of the various Tri-city Pub- 
lix theatres. ‘See 

The automobile, which was on 
display in the lobby of the Fort, 
was awarded to the _ person 
holding the lucky coupon. Parades 
of Oldsmobile cars all bannered 
with copy, mentioned the contest 
current attractions at the 
theatres. Announcement also 
broadcast through the local radio 
station, where mention was again 
made of theatre names,’ attrac- 

tions, etc. 
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fraction thereof in each class. 
The divisions having the largest 
number of theatres will have 
six prizes in Class A and six 
in Class B. The prizes for thea- 
tre managers in Class A houses 
will be as follows: 1st prize, $300; 
2nd prize, $250; 3d prize, $200; 
4th prize, $150; 5th prize, $125; 
6th prize, $100. The prizes for 
theatre managers in Class B hous- 
es will be: 1st prize, $275; 2nd 
prize, $225; 38d prize, $175; 4th 
prize, $125; 5th prize, $100; 6th 
prize, $75. 
Prizes For Improvements 

“In addition to this, two priz- 
es will be warded for greatest im- 
provement, as for instance, pro- 
gress shown'on tough assignments. 
The first prize is for $150 and the 
second for $100. Contestants 
eligible for this prize may fall into 
any category including that of 
Class C houses. 

For district managers, there 
will be three prizes: ist prize— 
$300; 2nd prize—$180; 3d prize 
—$80. The ratio for districts is 
one prize to every three districts 
or a fraction thereof. In addition 
to district managers’ prizes, the 
following amounts are added for 
district advertising men attached 
to districts and same amounts for 
district bookers if attached to dis- 
tricts: 1st prize—$150; 2nd prize 
—$85: 3d prize $35. The prize 
awards will be based on the 
amount by which each district EX- 
CEEDS THE QUOTA set up for it. 

“Complete rules governing the 
prizes .are contained in the spe- 
cial campaign manuals, in which 
everything is gone into in detail. 
The standings of the various con- 
testants will be reported from 
week to week, during the entire 
period of the campaign.” 
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{ CALENDAR TIP! 


A suggestion offered by E. J. 
Sullivan of the department of 
Front House Operations, for in- 
corporation in next year’s 
“Daily Forecast Calendar,” is 
‘one which can be put to use in 
the present calendar. The sug- 
gestion: ; 

Managers should be reminded 
of all Holiday prices a day 
prior to the occasion. This will 
fessen the possibility of over. 
looking the entitled price ad- 
vance. 

» You ‘shonld make that nota-. 


tion in your 1930 calendar! 
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| with three acts presenting con- 


Says Morros 


Addressing the Managers’ Train- 
ing School, recently, Musie Direc- 
tor Boris Morros stated that two 
things are essential in properly 
building programs. 

“These two requirements,” said 
Mr. Morros, ‘‘are variety and bal- 
ance. If you have five acts in a 
vaudeville program, and four of 
them are comedy, the show will 
fall flat. If all four were head- 
liners, you would not help the 
program in the least. But take 
one headliner and precede him 


trasting types of entertainment, 
properly routined, and you will 
have a successful program. 
“Having variety, you must bal- 
ance that variety. <A good pro- 
gram must not be too highbrow, 
and it must not be too lowbrow. 


KATZ.” 


ing in the Field and Man Power 
in. general. 


Message Key-Notes 

The key-notes of the messages 
delivered by these men will be 
found elséwhere in this issue. | 

Although Mr. Katz was not 
there in, person, his spirit dom- 
inated the convention. The large 
meeting hall was decorated with 


large placards bearing the legend: 


“KNOW YOUR ORGANIZATION,” 
and the written signature, “SAM 
One of the Mr. Katz’ most 
cherished desires is to inculcate 
everyone in Publix with a closer 
and more intimate acquaintance 
of the machinery and personnel of 
the organization and the personal- 
ities and ideals behind it. 
His wish was fulfilled to the ut- 
most. For in the meeting room, 
the lobby, around the tables and 


| 20th, succeeding Billy Muth. Abel 
‘(will not “be replaced in San An- 


in the individual rooms of the 
delegates, a spirit of cordiality 
and sympathy was born which lent 
an enlivened zest and vigor to the 
points driven home in the conven- 
tion and sent the men back to 
their posts with a new determina- 
tion to pull together, in one co- 
ordinated, understanding and en- 
thusiastic effort, for the greater 
benefit of Publix and thus to them- 
selves. 


It must strike an average which 
will appeal to everyone in your 
audience and not to. distinct 
groups only. 

“There are also two points 
which must be kept constantly in 
mind in planning the musical 
makeup of your program,” con- 
tinued Mr. Morros. ‘The first of 
these elements is ‘recognition.’ 
Audiences like tunes which they 
recognize. Hach of your patrons 
subconsciously seizes every oppor- 
tunity to pridefully identify a 
tune. é 

“Therefore your selection of 
songs and tunes must be guided 
by the ability of your patrons to 
recognize them. Devotees of the 
ultra-classical will go to concerts 
and the opera for such music. 
Persons preferring the ‘hotter- 
than-hot’ type of extreme jazz will 


says the Standard Dictionary, 
is “excess of returns over out- 
lay or expenditure.” You want 


go to dance-halls and cabarets. March B 
In our theatres we must present os He Reeves ye ase on Hee 


little word—a mighty big word 
in its significance, since it is 
the keynote of the 


each type of music the semi-clas- 
sical, popular, and above all famil- 
iar music which everyone enjoys. 

“The second element in making 
your programs effective from a 
musical standpoint,’ concluded 
Mr. Morros, ‘“‘is simplicity. Even 
if patrons do not recognize a num- 
ber, they will like it if it has a 
simple melody, easily remem- 
bered. They will hum such tunes 
as they leave your theatre.”’ 


SECOND QUARTER 
PRIZE CONTEST 
Here’s where you 
play the biggest fea- 
ure you everbooked, . © 
Its title is Opportu- : 
nity—and to you and 
your staff it is some 
attraction! 

—V.M.M. 


ABEL TO DENVER 
Earl Abel, organist at the Texas 
Theatre, San Antonio, will open at 
the Denver, Denver, on March 


if ven Wiistd. coe 


| MERCHANTS OF ENTERTAINMENT 


tonio. 
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LOUD SPEAKER 
- BALLYHOO IN 
STORE 


'.A public adddess system, placed 
on the main floor of the town’s 
leading department store, an- 
nouncing theatre name, attraction 
and playdate, in conjunction with 
special merchandise sales, will 
immeasurably boost your picture. 
_ “This additional function of the 
much used dynamic speaker has 
proved very successful. wherever 
attempted,’ says Hal Norfleet, 
southeastern publicity director. 


This stunt, which must receive 
the whole-hearted co-operation of 
the store officials, does not entail 
any great expense on the part of 
the theatre. The idea can be 
adapted to the exploitation of any 
picture. 


The theatre will supply the de- 
partment store with a public ad- 
dress outfit, including microphone 
and loud speakers. The attendant, 
‘possessing a clear voice, will be 
furnished by the theatre, and 
placed in an inconspicuous corner 
while broadcasting. For a week 
prior to the opening of the picture, 
announcements of the picture’s 
highlights, stars, playdate, thea- 
tre, etc., will be interspersed with 
hit songs from the picture, played 
on a victrola, through the speak- 
ers. As often as mention is given 
the theatre, announcements of 
special bargain sales are also 


"made, in behalf of the store. 


The number of people that are 
bound to hear these announce- 
ments should make you hasten to 
your. leading department store and 
effect this tie-up, before the sales 
on Spring apparel set in. 


P. O. TIP USED 


A carrier pigeon, sent by Nancy 
Carroll, acted as a special greeting 
upon the showing of her first star- 
ring picture, “‘Dangerous Para- 
dise,”’ at the Metropolitan Theatre, 
Boston, Mass. This stunt was sus- 
gested in Publix Opinion, Decem- 
ber 6, 1929. 


A GOOD GAG! 


The reproduction below ap- 
peared on the first page of a 
large metropolitan newspaper. 


The publicity staff of the 

Brooklyn Paramount Theatre, 

being on friendly terms with 

the editors, were able to pro- 

mote this exploitation aid after 
|| spending a few cents for the 
want ad. 


250 Replies! 


— anne 
YOUNG MEN—Three expert horse- 
men to impersonate characters in; 
“The Virginian”; must have slight 
resemblance. Brooklyn Paramount 
Theater, Suite 208, 7 to 8 p.m. 

ee er LE 


Aspiring actors, two hun- 
dred and fifty in number, 
answered the above ad in last 
Wednesday’s Eagle. Three 
men were needed to imper- 
sonate eharacters in “The 
Virginian,” now playing at 
the Brooklyn Paramount 
Theater. 

Speaking of the record re- 
sponse obtained, Mr. Burk- 
land, of tha Paramount. saig: 

“The Eagle is tc be aan 
gratulated for such splendid 
work. It’s remarkable to 
think that one small classi- 
fied ad could produce these 
results in one day. We thank 
you for this assistance.” 

The surest, quickest and 
most convenient way to ob- 
tain competent help of al] 
kinds is to advertise in The 
Eagle’s “Help Wanted” Col- 
umns. Phone a courteous 
ad-fokcr today st Bain 6099 
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MANAGERS’ SELF QUIZ! 


Sound 


THEATRE - DINNER 
PARTY FOR CLUB 


Following the tip suggested in 
a recent issue of Publix Opinion, 
Byron McElligott, manager of the! 
Huron Theatre, Huron, South Da- 
kota, sold the local Lion’s Club 
the idea of a dinner-theatre party. 

An adaptation of the ‘Hotel- 
Dinner-Dance’ story appearing in 
the February 7, issue of Publix 
Opinion, McElligott, a member of 
the Lion’s, quickly took advan- 
tage of his position in the club 
and the theatre, and persuaded 
the officials to sponsor such a so- 
cial event for the other members. 
Arrangements were made for a 
$1.25 dinner, which cost the club 
75 cents, the remainder paying 
for the theatre admission. 


Newspaper Tie-Up On 
“Street of Chance”’ 


When ‘Street of Chance”’ played 
at the Carolina Theatre in Greens- 


boro, N. C., Manager E. W. Street 
tied-up with the local paper in 
photographing pedestrians and 
then awarding the circled photos 
with ‘guest’ tickets for that at- 
traction. Theatre name, attraction 
and playdate accompanied three 
column photos which appeared in 
the paper daily. 


The questions appearing below are designed as a self- 


quiz for all anxious to improve 
manship through self-education. 


their standing in show- 
Get information on 


those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! . 


QUESTIONS 
1. What procedure must be 
followed when the reproducer 
needle jumps a groove on the 
disc? 
2. When do vacuum tubes re- 
quire replacement? 

Stop a moment before you read 
the answers. Can you answer cor- 
rectly without reading another 
word? Check yourself! 


ANSWERS 
1. If the needle jumps back the 
sound will repeat, and may 
keep on repeating at every turn 
of the record. If the needle 
jumps forward the sound will 
be ahead of the picture. The 
procedure will depend on the 
character of the film and the 
place where the jump occurs. 


Any record on which the needle | 


has jumped must never be used 

‘again, and the  reproducer 
should be checked as soon as 
possible. Bring the fader to 
zero aS soon as the jump is 
noticed. The next procedure 
will depend on circumstances, 
as follows: 


a) With speech or other sound 
accompaniment, where ex- 
act synchronism is essential. 
In this case it is not pos- 
sible to continue without 
losing synchronism, and 
there is no option except 
to continue the programme 
with the next reel, which is 
set up on the other ma- 
chine, or else to cut out the 


sound for the remainder of 
the reel. 


b) With music or other sound 


MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 


Publix, these one-minute biographies 
here portrayed. We want the photo and biography of everyone in 


Publix. 
WILTON J. ANDERSON 


Wilton J. Anderson, a graduate 
of the Finkelstein & Ruben Thea- 
tre Managers’ 

School, had 

an intense 

training in 

F. & R. houses 

in Minnea- 

polis, prior to 

receiving his 


of the Noko- 
mis Theatre, 
Minneapolis, 
Minn. 

After his 
graduation 
from the man- 
agers’ school, 
he was as- 
signed to nu- 
merousF. & R. 
twin - city 
theatres, as 
treasurer and 
assistant 
manager. The 
practical ex- 
perience gained while serving 
in these capacities, supplemented 
the theoretical knowledge ac- 
quired at the managers’ school 
and equipped him with a thor- 
ough understanding of theatre 
management. This training was 
put into practice on July L929, 
when he was promoted to his 
present managerial position. 


w. J. Anderson 


RALPH W. PINKHAM 


Starting his theatre career as 
usher in the Boston Symphony 
: - Hall, in 1900, 


Maine, brings 

to his. posi- 

tion, a wealth 

of showman- 

ship and the- 

atre experi- 

lience acquired 
during the 

following 

j years 


slof the indus- 
aj try. 


=] Hall, 

‘ came. aro 

Fs engaged in 

R. W. Pinkham Alm exchange 
booking. For twelve years he 
was associated with the Howard 
Moving Picture Co., and. the 
Mutual and Triangle exchanges 
in Boston. He was later employed 
by the Boston exchange of Real- 
art as office manager. Pinkham 
was also ace film salesman for 
Fox and First National in Mas- 
sachusetts and Rhode Island. 
His first theatre assignment with 
Publix was at the Playhouse, 
Montpelier, Vt., where he remain- 
ed for six years before peing 
transferred to his present post. 


are offered. They're not 


J. J. SPIELBERGER 


The present manager of the 
Louisiana Theatre in Baton 
Rouge, J, J. 
Spielberger, 
has had a 
varied career 
in the motion 
picture <in- 
Gils tris + ee 
has been in 
the business 
for the past 
nineteen 
years, work- 
ing. at vari- 
ous duties 
from _ titling 
film, to man- 
aging , thea- 
LES: 


Spielberger’s 


entrance into 
theatre 
iwsgame oc- 
curred in 
1911, when he 
obtained a job 
with the New 
York Motion 
Picture  Cor- 
poration. He remained with this 
firm for two years, serving as 
news cameraman and projection- 
ist. A touch of wanderlust 
prompted him to tour the country. 
After spending the _ following 
years in the employ of numerous 
theatre organizations, chief 
among which were the Southern 
Amusement Co. and the Gulf 
Production Co., Spielberger, about 
five years ago, decided to settle 
down. He obtained a manager's 
position from the Saenger Thea- 
tres at the Anderson, Gulfport, 
La. He remained there a short 
while and was sent to Pensacola, 
Fla. to manage the Isis, from 
where he was transferred to his 
present post, four years later. 


ROBERT P. CORBIN 


Although Robert P. Corbin, 
manager of the Publix-Kunsky 
Fisher Thea- 

tre in Detroit, 

| Michigan, has: 

been in the 

theatre busi- 

ness a scant 

four years, 

spending all 

that time un- 

der the Pub- 

lix aegis, he 

has acquired 

all the polish 

Eland superior 

theajtre 

knowledge 

distin- 


J. J. Spielberger 


In February, 

1927, he was 

transferred 

from the Bal- 

¥ aces & Ene 

offices in i- 

Robert P. Corbin eae to the 

Kunsky Capitol, as assistant 

manager. In July of the follow- 

ing year, Corbin was promoted to 

the Madison as manager, where 

he remained for seven months, 

when he was assigned to his 
present position. 


Princess theatres 


printed as vanity ticklers for the showmen 
Publix for the benefit of everyone in 


MICHAEL C. COOPER 


Michael C. Cooper is a special- 
ist in the technique of stagecraft, 
having spent 

most of his 

eighteen 

in the 


experience 
gained while 
engaged .in 
that capacity 


novel 
ing and scen- 
ing effects at 
the Grand 
Theatre, 
Grand Forks, 
N. D., where 
he is man- 

ager. 
Tne. Hi. Tas 
Walker Thea- 
M. C. Cooper tres employed 
him as assis- 
tant stage manager at their 
Grand Theatre, Watertown, S. D., 
and later at the Metropolitan in 
Grand Forks. Cooper’s»last job 
back-stage was at the McCarthy 
Brothers’ Orpheum, Grand Forks,: 
where he served as stage man- 
ager for many years. He left 
this position to become manager 
of his present theatre, which 
was under the supervision: of the 
F & R Chain... When Publix ac- 
quired the Grand in July, 1929, 
Cooper was retained as manager. 


JAMES M. McDERMOTT 


James M. McDermott, manager 
of the American Theatre in Min- 
neapolis, ob- 
tained his 
theatre ex- 
perience in 
hie. inkel- 
stein & Ru- 
pen circuit in 
Minnesota. 
His first job 
with that or- 
ganidation 
was as usher 
in i 
Paul Majestic 
Theatre,. in, 
1919. 


When the 
Alhambra 
opened in St. 
Paul in 1926, 
McDermott 
was appoint- 
ed manager. 
Previously 
he had been 
promoted 
from usher to 
assistant 
Majestic and 
in the same 
town, which position he filled 
for a number of years. He re- 
mained at the Alhambra for two 
years and was then transferred 
to the Astor, from where he was 
sent to the Forest Theatre a few 
months later. Prior to receiving 
his present assignment, McDer- 
mott managed the Garden Thea- 
tre. 


J. M. McDermott 


manager of the 


accompaniment, where ex-— 
act synchronism is not es- 
sential. 

Keep the projector running 
and look over the repro- 
ducer quickly to see wheth- 
er there is any visible cause 
for a jump, such as the re- 
producer body’s dragging 
on record, or the repro- 
ducer’s hitting something 
that prevents it from mov- 
ing freely. If so, remove 
the obstacle or change the 
reproducer. This, of course, _ 
involves loss of accompani- 
ment for the remainder of 
the reel. 

If no cause of the trouble, 
is evident, but the needle 
jumps back, change the 
needle, move the reproducer 
over to a position two or 
three grooves ahead of 
where it was when it jump- 
ed, and restore the fader to 
its regular setting. If the 
needle jumps forward and 
seems to be tracking prop- 
erly, restore the fader to its 
regular setting. 
Synchronism is lost when a 
record is continued after 
the needle has jumped. In 
such cases, if there are any 
direct cues in the picture, . 
such as knocks, voices, 
cheers, etc., the fader must 
be put down to zero when 
passing over them. 

2. Vacuum tubes require replace- 
ment when any one of the 
three following conditions oc- 
cur: 

a) When plate currents begin 
to fall below minimum val- 
ues. This, of course, ap- 
plies only in cases where a 
meter is provided on the. 
amplifier for the purpose of 
checking such currents. 
When two or more ampli- 
fier tubes begin to show low 
plate current at the same 
time the fault probably does 
not lie in them but may 
be due to the rectifier tubes. 
Therefore try renewing the 
latter. 

When the tube begins to be 

noisy. This statement ap- 

plies to amplifier tubes. 

c) When the filament shows 
one or more bright spots in- 
stead of glowing uniformly 
throughout its length. 

Tubes that have once been used 
in a rectifier are unfit for use in 
amplifiers since they are not 


b) 


‘capable of giving good quality. 


PLANE ‘PINCHED’ 
FOR PARKING 


“Possibly the first time in the 
United States; probably the first 
time in South Dakota, and cer- 
tainly the first time in Sioux 
Falls, an airplane was tagged for 
parking in a restricted area.” 
This paragraph appeared on the 
first page of the local paper. 


The stunt was perpetrated in 
order to call attention to the 
showing of “The Sky Hawk”’ at 
the State Theatre in Sioux Falls. 
When the airplane, with its 
wings folded back, drove through . 
the streets with engine running 
and to the front of. the theatre, 
thousands of passersby looked on 
in amazement. The resultant 
word-of-mouth advertising is ap- | 
parent. The stunt was promoted 
by a local company and did not 
entail any expense upon the part 
of the theatre. 


Temperature Guessing 
Contest Draws Crowd 


Manager R. C. Glasmann tied an 
outfitting store to a temperature 
guessing stunt to exploit “Hot for 
Paris” playing at the Publix-Para- 
mount Theatre, Ogden, Utah. 

The store had card:in window 
with one-foot thermometer tied on 
the card; the face of the ther- 
mometer being covered. Copy on 


‘the card read, ‘“‘Guess the tempera- 


ture as it will be shown on this 
thermometer at 5 P. M. Wednes- 
day evening. First closest guess 
gets choice of any hat in the store 
and next five closest guesses each 
a pair of tickets to see HOT FOR 
PARIS, which plays at the Par- 
amount starting Wednesday.” 
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SELLING “HAPPY DAYS” 


By GLENDON ALLVINE 
Advertising Manager, Fox Films 
(Not For Publication) 


The stars of a hundred big pictures and plays all rolled into 
one mighty cast. That’s ‘“Happy Days.’’ Something to sell! 

But get this straight at the start: _ 

“Happy Days’ is NOT a revue. Don’t sell it as such. The 
word revue suggests a themeless series of musical numbers 
interspersed with skits and blackouts like ‘“‘Hollywood Revue’’ 
and ‘“‘Show of Shows.’’ ‘“‘Happy Days’’ is made to a different 
pattern. It has a definite story, and a good one. It has love 
and pathos and human interest. And the story is never lost 
from beginning to end. 

Briefly, 'it is this: 

Marjorie White’s grandfather, an old time river-boat show- 
man, is in financial straits. The boat is attached by the sheriff. 
Marjorie has a lovers’ quarrel with Richard Keene and leaves 
for New York: Masquerading as a boy, she gets a job as page 
-in the Stage and Screen Club, where she enlists the aid of the 
assembled wits of stage and screen to save her grandfather’s 
They stage a big benefit show in Memphis. Marjorie 
and Richard make up their quarrel and do a turn that gets 
them a New .York engagement. : 


All the stars on the Fox lot appear, with the exception, of 
John McCormack. And a lot more stage and screen celebrities. 
But don’t let them, get the idea that they’re seen for a mere 
flash. Most of them are carried through the story, appearing 
in the Stage and Screen Club sequence, in the street parade and 
ballyhoo at the theatre, and in the benefit show. 


Here are just a few names to play up: Janet Gaynor, Charles 
Farrell, Victor McLaglen, Will Rogers, Edmund Lowe, El 
Brendel, Walter Catlett, William Collier, Sr., Tom Patricola, 
Frank Richardson, Ann Pennington, George Jessel, David Rol- 
lins, Dixie Lee, Warner Baxter, Nick Stuart, J. Harold Murray, 
Rex Bell, Frank Albertson, Paul Page, Lew Brice, Sharon 
Lynn, Farrell Macdonald, Gilbert Emery, The Slate Brothers, 


“Whispering” Jack Smith, James J. Corbett, George MacFar- ° 


lane, George Olsen and his music. 

Suggested copy: ‘‘Spectacular Movietone with more than 
100 star performers from Broadway to Hollywood—in a brand 
new kind of screen entertainment! Ten star song hits by 10 
star song writers! Gorgeous girls and stirring spectacle! 
And a real, honest-to-goodness story!”’ — 

. The Press Book covers the numerous song tie-ups and other 
ticket-selling ideas so thoroughly, there’s no need to dwell upon 
them here. a 

Stars, songs, spectacle and story—there’s your campaign in 
a nutshell. 


ANOTHER ROAD 
TO EMOTIONS 


“Why do our patrons prefer 
talking pictures to silent  pic- 
tures?” 


This question, put to students 
attending the seventh session of 
the Publix Managers’ 
School by Jack Barry, Director of 
Personnel, brought thirty different 


||replies, which were all summed 


up as Mr. Barry himself answered 
it.; 

“We please or displease our pa- 
trons aS we succeed or fail in 
touching their emotions,’’ said ‘Mr. 
Barry, ‘‘and the measure of our 
ability to stir them emotionally 
is the measure of our success as 
showmen. 


ture, we had but one avenue to 
the emotions of our audiences— 
the sense of sight. With talking 
motion pictures, we are given an- 
other and equally powerful agent, 
since we have two senses with 
which to work. You can find an 
analogy to the combination of 
sight and sound in the talking 
motion picture in the white and 
black keys of a piano. 


Perfect Effect 

“Use the white keys only, and 
you get a pleasing effect. Bring 
the black keys into play, and you 
secure a much more pleasing, 
more perfect, effect. Just so does 
the ear aid us, as showmen, in 
pleasing our patrons to a far 
greater extent than was possible 
when we could appeal to them 
only from the standpoint of eye- 
entertainment. 

“Knowing that for this reason 
our patrons do prefer talking pic- 


Training | 


“With the silent motion pic- 
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SELLING “THE BENSON MURDER CASE’ 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 
(Not For Publication) 


An §. 8. Van Dine-Philo Vance murder mystery without 
William Powell as Philo, Eugene Pallette as dumb Detective 
Sergeant Heath and E. S. Calvert as the. District Attorney, is 
like clam chowder without clams. 

You get Powell, Pallette and Calvert in ‘“‘The Benson Mur- 
der Case.’”? You get the best Philo Vance picture of them all. 
Better than ‘“‘Canary” or ‘‘Greene.”’ 

The cleverest blend of drama, love interest, suspense and 
laughs that’s come out of any studio in\many a day. Ima- 
gine!—in this one the murder is committed right under the 
same roof with Philo Vance and the murdered man comes 
tumbling down the stairs almost into Philo’s lap! 
man who did the murder is talking to Vance at the time and 
says, “Philo, do your stuff!” (That’s a good advertising 
ae Nes take if you’ve room in your ads to talk about the 
story. 

“The Benson Murder Case’’ was the first and, in many ways, 
most successful of the Van Dine-Vance books. The book tie- 
up is an obvious bet. 

Tell the folks that this is the greatest of the series and emphasize 
the fact that they get William Powell as Philo Vance. 

In addition to the cast named above, there’s William Boyd 
(not the screen star, but the hard guy who played opposite 
Wolheim in the stage version of ‘‘What Price Glory’) and he 
is swell in the picture; Paul Lukas, who almost steals ‘““‘Young 
Eagles’; and Natalie Moorhead, a beautiful ash blonde of 
very striking and fascinating appearance. Use the stills of 
Moorhead with Powell; they are very intriguing. 

The story has the background of Wall Street and the late 
lamented stock market crash. All of the suspects have reasons 


_for killing Benson, the murdered man, because he sold them 


out in the market. Some of them have more personal reasons. 

‘Copy: Did you get ‘“‘sold out’? in the market crash? Did 
you feel like murdering the broker? What would happen if 
you had murdered him? See “The Benson Murder Case.”’’ 


Philo Vance (William Powell) will show you..... STOCK 
MARKET CRASH VICTIM MURDERS BROKER! (Good 
heading for fake tabloid newspaper)..... Who murdered 


Anthony Benson? Was it his racketeer pal? Was it the 
wealthy widow he sold out? Was it the beautiful blonde he 
loved? Was it the owl-eyed youth with the mysterious black 
bag? Was it the gigolo dancing man who forged the check? 


Find out with Philo Vance in ‘‘The Benson Murder Case’”’ 
se sub ae The producers and star of the ‘““The Canary Murder Case’’ 
and ‘‘The Greene Murder Case’’ offer you the greatest mystery 
thriller of them all. 


And the > 


Cut-outs of stock tickers with faces of suspects on them 
are good. 


- SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS 


Publix Theatres Booking Department : 
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HIS HONOR THE MAYOR (18% min.) Charlie Murray is again 
presented in a comedy that has elements which will hold the 
interest and make them laugh. Imagine Murray as a small-town 
shoe store owner and the Mayor of the town at the same time. 
Then imagine his opponent in the Mayoralty election, planting a 

a - beautiful woman in his rooms in order to put him into a com- 

‘ promising position. From this point the plot runs the gamut of 

emotions, at times broad comedy and then verging on the 

dramatic. While not as boisterously funny as THE DUKE OF 

DUBLIN, it has gags that have definite elements of entertainment. 

Will be shown soon in the Rivoli Theatre, New York City. A 

Ey good comedy. é ; 

' DESPERATE SAM (20 min.) with Sammy Gordon—that funny vaude- 

. i villian. Here we get a funny fellow with a yen for talking heroic 

to the cutie of his affections. As he tells her of his blood- 

eurdling escapades in the bar-room of a Western town, a flash- 

M back is presented portraying the action. Sammy does his role 

te, as a rootin, tootin hero who defends the honor of a pretty bar- 

oi room maid, with all the eccentricities of a funny Jewish cowboy. 

: With the aid of a fiery Spanish senorita, who dances alluringly 
to the rhythm of clicking castanets, the subject turns out to be 
highly amusing and will result in first class entertainment. May 
be used to advantage with a modern, dressed-up feature. — 

Y’M FOREVER BLOWING BUBBLES (8 min.) Another Song Car- 

toon that will not fail to hold up the popularity of this highly 
successful series. Cannot miss. 
VITAPHONE é 

8799 VENGEANCE. (9 min.) Background is a Circus. ‘Tells 
the story of the love of two men, of a dare-devil trio, for the 
girl in their act. Has a strong climax. The scene, in which one of 

‘i the lovers prepares to take a terrible revenge on his rival while they 

2 are on a tight-rope high above the heads of the circus audience, is 

‘tense and full of suspense: Undoubtedly will make them hold their 

seats in the Theatre. The feature players in the cast are: Warner 

Richmond, Natalie Moorhead, Gardner James, and Mickey McBann. 

It was directed by Archie Mayo. Consider this one of the best 

big dramatic Short Subjects made to date. Should be booked with an 

a out-and-out feature comedy or musical picture. Light program 

should be built around it. Will undoubtedly receive comment. A 
good subject in a number two spot on a three act bill. 

3850 THE SULTAN’S JESTER (11% min.) A Variety photographed 
entirely in technicolor. The scene is a Sultan’s Palace—a harem, 
with its alluring charm. Here we see Joyzell doing a seductive 
dance to please the potentate. Then the Randall Adagio Four 

‘ae do their artistic acrobatics; this is followed by Edward Lankow 

i singing ‘‘Here’s to the Sultan” in a rich basso. It winds up with 

a group of Persian maidens in a striking dance ensemble. An 
excellent flash in fine technicolor. ‘Will prove an attractive closing 

subject on any bill. 

8641-42 HELLO BABY with Ann Pennington (18 min.) This is.a 
Night-Club review in natural color. While the subject contains 
-@ representative cast consisting of Norman Selby, Jimmy Clem- 
mons, (the eccentric dancer) Phyllis Crane, Adrianne Dore, and 

a large chorus of boys and girls—the routine is poor. It is a 

Ry lavish number but ruined to a great extent by amateurish direc- 

4 tion. The technicolor is blurred. An extravagant two-reeler with 

costly production, dissipated by improper handling. 
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tures to silent pictures,’’ Mr. Bar- 
ry continued, “it is up to us to 
capitalize fully upon this prefer- 
ence. The day has passed when 
sound can be sold as a novelty. 
To attempt to sell sound in ad- - 
vertisements with the line ‘An R E AND Wy [ Mi [ R d 
All-Talking Picture’ is as nonsen- W k LF A e 0 n e a 10 
sical by this time as it would have sie 
been previously to advertise ‘A L AID rH [ P| 
Motion Picture.’ MED I CA our 0 ug 
Voice-Appeal, Too 
“It is just as important to sell EXPL AINED p [ 
prospective patrons on what they aramoun 
will hear in a picture as on what eee : s 
they will see, and by this I do} A clear picture of the contact; Another weekly radio program 
not mean that you have dis-| Publix maintains between its med-|plugging Paramount pictures, 
charged your duty when you ex-/ical and welfare department, and|stars and music will go on the air 
claim ‘See and Hear!’ all phases of theatre operation, | for the first time March 20th, con- 
“Tt is just as reasonable to be-| was presented to the convention | tinuing for thirteen weeks. 
lieve that the men and women|by Dr. Emanuel Stern, Director o Arranged by Arch Reeve, Para- 
who flock to See Clara Bow be-|Publix-Paramount Medical and/|mount’s West Coast publicity ace, 
cause she is regarded as the per-| Welfare Department. the series of programs will be 
sonification of ‘It’ will also flock] Dr. ’Stern outlined the relation-| Sponsored by the California Pack- 
to see another star whom some|ship between his department and [ing Corporation, manufacturers of 
real showman has designated as} Publix executives and employees. Del Monte canned goods. They | 
the owner of ‘the perfect seduc-|He stressed the desirability of| Will be broadcast over the entire 
tive voice.’ I am looking forward | physical fitness as one of the most | network of the Columbia Broad- 
to the not distant day when some|important qualifications sought in casting System, each Thursday 
advertising man will create a new|all employees. Dr. Stern also ex-|from 7.30 to 8.00 P. M., Pacific | 
star by recognition of voice-ap-| plained the working of compensa- Time, originating at station KHJ, 
peal as well as eye-appeal. The|tion-insurance, and the procedure | Los Angeles. — 0 : 
man who does it will be a manj|to be followed in the case of in- Programs will be entirely in th 
who is cognizant of the import-|jury of an employee. The com-|hands of the Paramount studio. 
ance of devoting some intensive|pany policy on welfare effort for | Except for announcements at the 
thought to merchandising sound.” | employees was also made clear. beginning and end and the quar- — 
: ter-hour station call, everything 
+E will.be devoted to Paramount pic- 
3800-ITHE POTTERS IN “GETTING A RAISE” (12 min.) A famous|tures, personalities and songs. ‘ 
McEvoy story made into a talkie. It is a human interest comedy This series of broadcasts is ex- . 
portraying the loves, trials, tribulations and pleasures that go into | pected to be of tremendous public- — 
the daily life of an average American family. Here you see the | ity value to Publix theatres, and — 
much-abused Pa Potter, and his suffering wife. Then you get|the hour at which they will go on © 
the spoiled flapper-daughter, and her collegiate brother—all pick-|the air assures a maximum num- — 
ing on the old man because of his limited earning power, etc. ber of listeners nationally, since | 
It is a domestic comedy with Lucien Littlefield in the leading role.|the time of the program ranges 
An interesting subject that contains all the elements of a feature from 7.30 on the coast to 10.30 
picture. . Would book it with a musical production, or with a Hastern Standard Time. . 
_ blood-and-thunder Western feature. ee Ce ee , 
ee Se ee eo ed 
we ge e performance of a Glee Club whic 
Seid Oe aiken and ill-timed singing of the star. The humor Headquarters Moved 
is typically English, and will be found fairly entertaining. It oes ——— : : 
moves fast. Jack Buchanan is London’s favorite comedian who Divisional headquarters in Chi- 
called attention to himself in ‘‘Charlot’s Revue,” with Irene | cago of Public-Great States were 
Bordoni in “Paris,’?’ and who is now starring on Broadway in| moved across the street on March 
_ “Wake Up and Dream.” The songs are “Glee Quartette,” ““Hunt- 1st. Only the Accounting Depart- 
ing Song.” A good opening number in a three act front show. ment remains at the old address. 
3825 LETTERS with Pauline Garon. (9 min.) The scene is City Officers of Jules J. Rubens, M. 
Hall and tells the story of a clever Mayor’s wife, who gets a batch |M. Rubens, William Elson, HE. R. 
of compromising letters from her husband’s secretary, and breaks | Saether, F. N. Weber and W. E. 
the ties between him and his attractive blonde girl friend. It has|Bruns are now in the Chicago 
a surprise climax that will get a laugh from married men. It was Theatre Bldg., 175 N. State. Mad- 
directed by that feature director, John Adolfi. Besides Pauline eline Woods, John P. Dromey, F. 
Garon, the cast consists of Natalie Moorhead and William B.| W. Omick, H. W. Walders and 
Davidson. A good little comedy for a number two spot sandwiched | Ray Frisz are now in the Loop : 
‘in between a novelty opener and a flash closing act. End Bldg., 177 N. State. 
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AT CONVENTION 


“Darwin studied years to discover the great principle of 
evolution—too bad! If he had been in show business he would 
have found it out so quickly that he would be dizzy,” said 
Boris Morros, General Music Director, at the convention. 


“I don’t know of anything 
that changes so completely and 
so quickly as our business. At 
the convention three years ago 
my whole talk was about stage 
bands, their uses and their part 


in the entertainment of our 
patrons. At the time stage bands 
filled our thoughts and our work. 
Then the wheel turned and before 
we knew it sound came, with the 
greatest noise yet heard in the 
show world. At the following 
convention everyone was talking 
sound, and my contribution to the 
discussion was an elaborate pres- 
entation of the part non-sync 
would play in our theatres. We 
concentrated on non-syne until we 
thought that non-syne was going 
to stay. It is with very little 
apology or surprise that I place 
as the first thing I want to talk to 
you about in the way of what my 
department is equipped to do for 
you-——the subject of musical novel- 
ties on film. 
“Most of you already know,” 
- continued Mr. Morros, ‘“‘that we 
have cancelled our National Screen 
holiday trailer service, and the 


music department has been depu- |, 


‘tized to make the necessary holi- 
day subjects to replace them. By 
arrangement with the Booking De- 
partment we have agreed to make 
up nine holiday subjects for the 
following holidays: Christmas, 
New Year’s, Lincoln’s and Wash- 
ington’s, Easter, Mother’s Day 
July Fourth, Armistic Day and 
Thanksgiving Day. 

“There is another kind of film 
novelty that our department jis 
making and will continue to make 
—song and overture novelties, and 
a brand new one we are going to 
spring on you shortly—organ nov- 
elties, all on film.) 

Tunes Sell Pictures 

“Most people like music,” said 
Mr. Morros, ‘‘and when they hear 
a good tune they learn it, they 
whistle it, they buy it, and what 
is even more important, they go to 
see the picture or show which 
originated it. That’s where you 
and I come in. If our company is 
going to make pictures with mu- 
sic, we must sell that music to the 
point where the music sells the 
picture to our patrons. 

“Tf you play these tunes in ad- 
vance of the picture and properly 
publicize them they will undoubt- 
edly help sell your pictures and in- 
crease your business. We are go- 
ing to choose outstanding tunes 
from coming pictures, put them in 
a novel film setting, and get them 
to you in time to plug your pic- 
tures in advance. : 

“Other services the musical 
novelties department is equipped 
to render you include organ solos 
and slides; 3314 r. p. m. records 


for overtures and exits, to be play- | 


ed from the booth, and sound 
tracks for any trailers you show, 
whether. on silence or refrigera- 
tion. The latter will be supplied 
at a nominal cost, no more than 
$2 or $2.50 per track, and you 
may keep them permanently for 
any use to which you wish to put 
them. : 

“The organ film novelties will 
be recorded by Jesse Crawford, 
Mrs. Crawford, or Anne Leaf, and 
any theatre will be able to feature 
a Crawford or Leaf organ solo at 
a small cost. 

- Music Sales Division 

“Now we come to the music 
sales division of the Music Depart- 
ment, in charge of Mark Stark 
and his associate, Josef, Zimanich. 
Wirst I wish to overcome any 
objections you may have to com- 
peting with local music dealers. 

“Bear in mind,” counselled Mr. 
Morros, ‘‘that we do not undersell 
the local dealers. Our prices are 
equal and sometimes more than 
theirs. Our patrons come to the 
theatre not to buy music but to 
gee our shows; we educate them 
‘and help make them potential 
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a ? 
Warning! 


Do voices in your booth, 
talking above the monitor 
horn, disturb your balcony 
patrons? See to it that 
ports are not left open un- 
necessarily, and discourage 
visiting and loud talking in 
your booth. 


0-2 Oe @-9O+-O-+@0-O-O+- SO 10:-O-O°-O-O"-O+ 


6 y : 
O20 e-O-2O-O-1O'-O-2O*-O-O+- OO 1-O6:-O+O+-O+0'-O +O O10" O-8 


music buyers. Properly conduct- 
ed our business will help the 
music dealer. 


“Im music sales lies a new 
field of opportunity for your 
ushers. I have in mind a plan 
whereby every booth can have a 
man attendant who was form- 
erly an usher. We can train 
these boys to this new work 
and offer them as promotion a 
district managership, let us say, 
over music sales. These boys 
are potential representatives of 
our publishing organization and 

_ can develop with the business 
to the point where they can by 
training and experience become 
a real asset to the firm. 


“We have made plans for the in- 
stallation of uniform booths, we 
have minimized the bookkeeping 
and record keeping in connection 
with the booth, our warehouse can 
instantly supply your needs, and 
as time goes on I feel confident 
that these sales will mean profits 
to your theatres from another 
source, very much worth your 


| while. 


“Tf you are faced with a prob- 
lem in making your lobby a live 
lobby, write us and perhaps we 
can help you. We can supply you 
with lobby entertainers and also 
instruct your managers on how 
to tie them in best with the music 
pooths. 

Can Furnish Much 

*‘All that I have spoken about,” 
said Mr. Morros, “is a new de- 
velopment in our department to 
meet a new development in our 
business. Let me remind you 
that our department is also 
doing business at the old stand. 
We can and will keep on supplying 
you with slide novelties for your 
organists, band arrangements and 
overtures for your orchestras. We 
have a tremendous library and it 
is always at your service for any- 
thing and everything you Can pos- 
sibly want in music, whether for 
your thirty piece orchestra or lob- 
by entertainer. We can still send 
you production overtures or plots 
for them; go back and tell your 
musical personnel that we have 
more to give them than they have 
been getting.’ 

“We are a clearing house for 
musicians, organists, and musical 
performers of every character. If 
you want people like that, get in 
touch with us. 

“Now I come to a very import- 
ant phase of our activity,” Mr. 
Morros continued, “your union 
difficulties with musicians. Don’t 
forget that our office negotiated 
most of your contracts, that we 
are familiar with your situation, 
and also that we have the accumu- 
lated experience of all union situ- 
ations everywhere to help you 
in your individual problem. Take 
advantage of what we can 
offer you and keep us in touch 
with disputes and difficulties. 


Utilize Radio 5 

“T have been broadcasting all 
this time without once referring 
to radio. I don’t have to talk to 
you men about utilizing your lo- 
cal radio station for selling your 
theatre and its attractions. But I 
think it is in order to remind you 
that our department can supply 
you with material for your radio 


broadcasts, that we can give you. 


program suggestions born of the 
experience we have had with the 


MUSICAL INNOVATIONS NOTED 
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OVERHEAD COST 
CHARGED AS 
SERVICE 


“T carry from Messrs. Katz 
and Dembow the following 
pledge,” said L. J. Ludwig of 
the Cost Control Committee, at 
the convention. ‘“ ‘Not one dol- 
lar more of overhead will be 
placed against your operations 
than is necessary to absorb the 
expenses chargeable only as 
overhead. We will not make a 


profit on our overhead. How-/ 


ever, we propose to charge out 
to operations every dollar of 
overhead incurred during 1930.’ 


“You yourselves,’ said Mr. 
Ludwig to the assemblage, ‘‘are 
the overhead of this company, as 
every department represented here 
contributes to the overhead. The 
salary and expenses of every em- 
ployee not on theatre payrolls is 
a legitimate charge to our over- 
head expense. This includes those 


who assist in managing theatres, 


booking film and attractions, and 
merchandising. Our overhead does 
not include any portion of unit 
show costs, construction depart- 
ment cost in building new thea- 
tres, nor any portion of Para- 
mount-Famous-Lasky overhead. 


Service Balances Overhead 


“T know everyone believes that 
he renders service to the opera- 
tion of theatres at least equal to 
the cost of his salary and ex- 
penses. Therefore, in considering 
the item of overhead in your 
weekly statements, think of it in 
terms of service rendered to you 
and in the light that it is an ac- 
tual cash expenditure made for 
your benefit and to cover the cost 
of departments rendering service 
to you. It is not something slap- 
ped on by the home office to make 
your burden heavier. 


“As we are in the business of 
operating theatres,’ continued Mr. 
Ludwig, ‘‘every bit of the over- 
head which we incur must be 
spread into operations. In doing 
this, we first charge out directly 
those items which can be directly 
allocated. The balance we allo- 
cate to the various theatres by 
considering percentage of admis- 
sions, seating capacity, service 
rendered, relation to profits, and 
relation to profit sharing agree- 
ments, with special consideration 
to percentage of admissions. Costs 
are divided by territories, taking 
first the direct costs such as 
management, booking and adver- 
tising, and then applying a per- 
centage of the other overhead. 

“A great portion of our over- 
head,’ Mr. Ludwig said, ‘‘is due 
to our intensive management. We 
are firmly convinced that we need 
a lot of manpower to assist us and 
to work out our problems. In this 
way, we believe we are providing 
the best tools with which to work 
so as to insure profits. To stay in 
business, to grow and expand, and 
provide better jobs for ourselves, 
we must have these profits. 


Cost Control 


“Through our Cost Control 
Committee, we watch every dol- 
lar of overhead expenditures to see 
that it produces return. Never- 
theless, we are patient with new 
eee a 
ae 
Paramount Publix radio hour and 
also the Nite Owl Frolic in Brook- 
lyn. The radio station in your 
town should be used by you just 
like your lobby music booth — 
make it sell your music and inci- 
dentally your picture. 


“One more thing before I close,” 
concluded Mr. Morros. ‘Most of 
our non-sync libraries are no long- 
er necessary and if your contracts 
have been cancelled and the li- 
braries have not been returned to 
the Victor people in Camden, re- 
turn them at once. If you still 
need non-sync equipment, let me 
tell you that we can buy new li- 
braries for you consisting of new- 
er and better music and records. 
If you want further information 


let me know.” 


'21st. 
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MUSIC NOTES 
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Charlie Davis, master of cere- 
monies at the Indiana, Indianapo- 
lis, will close his engagement 
there on March 27th, leaving im- 
mediately for New York, where he 
will report to the Long Island stu- 
dio for rehearsals of his unit, 
opening in New Haven on April 
ord. 


Davis will be replaced in Indian- 
apolis by Paul Spor, who closes at 
the Toledo Paramount on March 
He will make regular stage 
appearances at the Indiana the 
week of the 21st, being introduc- 
ed by Charlie Davis, and will of- 
ficially open as M. C. on the 28th. 

Jimmy Ellard, formerly at <he 
Palace, Dallas, closed there March 
11th, and appears with Spor at the 
Toledo Paramount the week of 
March 14th, preparatory to open- 
ing there March 21st. 


Pit leaders at the Toledo Para- 
‘mount will also be switched, Emil 
Hollander going to the Saenger, 
New Orleans, on April 5th, and 
Fred Schmitt coming from Den- 
ver to replace him, also opening 
on the 5th. 


Lou Breese, now pit leader and 
M. C. at the Saenger, returns to 
New York as a member of the 
Paramount Theatre orchestra. 


EUGENDAAUOSSEOEODRUDHENT 
UPUENECUNALDUNETEELE 


DETAILS ABOUT 
MAINTENANCE 
DISCUSSED. 


A wealth of detailed matters 
pertaining to theatre maintenance 
were discussed at the Chicago con- 
vention by J. H. Elder, head of 
the division of maintenance of the 
Construction and Maintenance de- 
partment. 


Among the most important 
items he considered were the value 
of the divisional storehouses to 
the circuit, the importance of 
daily, systematized checks about 
the theatre in the interests of 
safety, and; the proper mainten- 
ance of theatre equipment by the 
theatre. staff. ; 

The tremendous savings in 
even the smallest articles that 
would acerue to the organization 
if managers took sufficient ad- 
vantage of the warehouses instead 
of making purchases from petty 


‘cash was forcefully brought out. 


Mr. Elder explained in detail 
just how the various requisitions 
and forms were to be used to fa- 
cilitate warehouse routine. 


ee 
ideas and, with new manpower 
being developed, but finally put it 
to the acid test—is it producing? 
“You are to use the organi- 
zation which overhead sup- 
ports, to the fullest extent of 
the service that can be ren- 
dered. However, you can never 
use it to the fullest extent un- 
less you know it. All depart- 
ment heads are assembled here 
to tell you what service they 
can render. Find out what is 
going| on in our organization. 
Don’t be insular and live within 
your principality. If you do, 
you will never grow with the 

- organization. 


“Before closing, I would like 
to point out several things,” Mr. 
Ludwig concluded. “In placing 
new employees on our payroll, be 
sure to determine that the cost 
which you are adding is going to 
produce for the company. In 
figuring this cost, do not think of 
salary alone, but add thereto the 
other incidentals such as. travel- 
ling, stenographic help, etc., and 
then see if it is worth while. 

“In considering the overhead 
charged against your theatres in 
1930, remember the promise of 
Mr. Katz and Mr. Dembow that 
not one dollar more of overhead 
will be placed against your opera- 
tions than is necessary to absorb 
the expenses I have just men- 
tioned.” 


VENDERS MAKE 
HUGE PROFIT 
POSSIBLE 


“When candy vending machines 
have been installed in all of our 
theatres,’ declared M. Schosberg, 
head of the newly organized lob- 
by merchandising department, at 
the convention, ‘‘and when they 
enjoy the patronage of the 
10,000,000 people who visit our 
shows every week, Publix will 
profit to the extent of half a mil- 


lion dollars a year from an ac- ~ 
tivity that requires practically no 


man power and no upkeep expend-, 
iture. 
. “On an analysis of the returns. 
from the equipment installed so 
far in about fifty theatres, it has 


eighteen uses the automatic candy 
venders. The average sales is — 
seven cents. Extending the aver-' 
ages now on hand to embrace the 
entire circuit, it has been possible 
of $500,000,” continued Mr. 
Schosberg. i 
| The speaker brought out the 
fact that the installation of lobby 
selling equipment was but one of 
the items in Mr. Katz’ program for 
plumbing the untouched resources — 
present in every town. Show- 
men, up until now, have but 
serateched the surface of their 
holdings. Lobby merchandising is. 
the first step in what is bound to 
become an intensive drive to se- 
cure every bit of honest, legiti-. 
mate by-product income possible. 
“To succeed in our undertak- 
ing,’’ concluded Schosberg, 


ily of every division director, but 
of every district manager and 
every theatre. manager. They 
must indicate to us, the best spots 
in their houses, they must con- 
sider the vending machines in- 
tegral parts of their decorative 
schemes and so maintain them. . 
They must evidence a willingness 
to play ball with us, and we will 
do our utmost to bring them a 
source of revenue that wil! require 
little attention on their part and 
practically no care.” - 


POOR CONTROL 
ROBS CIRCUIT 
OF MILLION 


“Proper control of expenditures, 
insofar as spending by theatres is 
concerned, can only be obtained by 
district managers and managers 
themselves,” said M. F. Gowthorpe 
of the Cost Control Committee, at 
the convention. ee 

“Tf we can prune $20 per week 
in unjustified costs from the ex- 
penditures of each theatre, the cir- 
cuit will be richer by one million 
dollars in one year.” 

‘  Gowthorpe pointed out that per- 

haps more money could be saved 
by prompt payment of bills than 
by any other means. Tremendous 
savings, particularly in the case 
of light and power bills, can be 
obtained if the indebtedness is 
paid within the discount period. 

Enumerating other means of as- 
suring ourselves that the money 
we spend produces a proper re- 
turn, Mr. Gowthorpe emphasized 
making all purchases through the 
home office purchasing depart- 
ment, keeping petty cash expendi- 
tures to a minimum, keeping seats 
in repair so that it will not be 
necessary to reimburse patrons for. 
torn clothing, and carefully watch- 
ing telephone and telegraph 
charges incurred. 


6,000 Windows Netted 
by ‘Love Parade’ Tie-Up 


For the current run of “The 
Love Parade” at the McVickers in 
Chicago, Les Kaufman of the 
Publix-Balaban & Katz publicity 
staff arranged a tie-up with a 
Chicago candy manufacturer. The 
tie-up netted 6,000 windows on @ ~ 
“Love Parade” box of candy sell- 


ing at one dollar. 


been found that one person in s 


to forecast an actual net income 4 


‘we @ 
must have the co-operation not on- — 
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EXPERTS READY 
TO LEND 
A HAND 


(Continued from Page One) 
you have not had an opportunity 
to observe the intimate working 
of the men in the home-office. I 
hope that by the time you leave 
this session you will have gained 
a better knowledge of your home- 
office executives and the work they 
do to serve you. 

I have stated many times that 
the home-office was a central serv- 
ice organization. Your executives 
and your Division Directors are 
there in session daily to gather 
from each other and to give to 
each other such experiences as 
may be forwarded to you, so as to 
improve the job you are doing, 
and to lessen your burdens there- 
by. 

I can honestly tell you that your 
fellows in the home-office are a 
real, sincere, hard-working lot of 
men. I can vouch for their sin- 
cerity of purpose, for their un- 
tiring labor in their efforts to 
make your company a better one, 
and thereby make your opportu- 
nities and joy of association bet- 
ter. I can assure you that they 
are constantly your champions, 
that they have unbounded faith in 
you, that they are as anxious as 
though you were their own chil- 
dren to help you make progress 
in life. 

I can also assure you that they 
are human, and their human in- 
terest in you is one of the lovely | V 
things of my existence. Not a day 
passes when one of your Division 
Directors does not come to my of- 
fice to tell me of this fellow’s 
progress and that fellow’s prog- 
ress, and every time one of you 
makes one of your districts better 
’ than it was before, it spreads 
through our home-office like 
magic. That is why I say to you 
that they are as interested in you 
as though you ‘were their own 
flesh and blood and they were 
anxious for your future happiness. 


| 


New Circuits Caused 
Home Office Problems 


In the past six months we have 

taken on some five hundred 
Ee new theatres — circuits —— spread 
through the United States. I 
know I could not emphasize too 
greatly what that,.did to us in the 
home-office changing forms, 
changing accounting systems, es- 
tablishing all our own methods, 
trying to get you to believe in us, 
trying to remedy booking prob- 
lems, trying to improve advertis- 
ing, trying to bring about a stand- 
ardized operation, The job was 
colossal and you. must appreciate 
just what it did to the boys in the 
-  home-office for a period of three 
% or four or five months. 


Tat 


i that became} | 
pet thing » and, therefore, again insure the 


obvious to us was the necessity 
for breaking up the country into 
increasing numbers of districts so 
that no one District Manager 
would be burdened with a terri- 
tory greater than his physical 
7 capacity, irrespective of his will- 
- ingness to get around to it. In 
order to accomplish this Divisions 
had to be broken down too. After 
that step was taken we tried to 
devise a method whereby each 
tr Division Manager, as well as the 
: ei Division Director, might have 
s available to him all of the prac- 
tical assistance necessary to fur- 
ther his operation to the utmost. 
+o bring this about we added to 
pe nearly each District Manager a 
¥ district advertising man, supple- 
menting the Division advertising 
man, and increased the number of 
Bookers, who, in turn, were sup- 
} ‘plemented by Division Bookers in 
Tithe home-office. 
; oa The result is that now your 
practical organization consists of 
a Division Director, a Division 
Advertising man and a Division 
Booking Manager in New York, 


feeding through to the District 
Manager, the District Advertising 
man and the District Booker. 
Naturally some confusion arose in 
the beginning, but I am happy to 
state that each day I feel this 


in the proper co-operation between 
the District Manager, District Ad- 
vertising man and District Booker. 
However, some things remain to 
be cleared up yet. 


cleared up is a realization on the 
part of the Division Director, and 
in turn the District Manager, as 
to just what we intended to ac- 
complish by adding the enormous 
cost of providirig Division Advertis- 
ing men and Division Bookers, in 
addition to great numbers of Dis- 
trict Advertisers 
Bookers. 
was to furnish to each Division 
and to each District a rounded out 
machinery capable of approaching 
each theatre’s problem from every 
angle. 
the Division Director, and the Dis- 
trict Manager in turn, are compe- 
tent to analyze a given theatre 
operating problem, but we felt 
that our business had grown too 
large to expect of that Division 
Director and that District Man- 
ager that he of his own accord 
could look after every detail of 
advertising and booking and give 
to the theatre manager that ener- 
getic 
proper operation of a theatre. 


tended to supplement the activities 
‘of the Division and District Man- 
agers, and to add their counsel 
and their experience to his, and 
to be in a position to supply to the 
theatre manager at any and all 
times every bit of information and 
assistance he may need. 
ample, a Division Director may be 
out on the road, but while he is 
away the Division Booker and the 
Division Advertising man are in 
New York and the District Man- 
ager can always contact, there- 
fore, for anything that he may re- 
quire for immediate action. 
addition to this, 
Booker and Division Advertising 
man have 
Messrs. Saal and Botsford, as well 
as the other Divisions, and thus 
create increased experience and ef- 


DRAW ON PUBLIX POWER?’ 
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confusion clearing up, and each 
day I feel progress being made 


The most important thing to be 


and District 
The essential purpose 


It is always presumed that 


action necessary in the 
District Advertisers and 
Bookers a Step Forward 


The addition, therefore, of ad- 
vertising men and bookers is in- 


For ex- 


In 
your Division 


daily contact with 


ficiency by their knowledge of 
what is going on in other parts 
of the country, and then in addi- 


tion to the Division Director bring- 
ing this all-around information to 
you, the Advertising man and the 


Booker are equipped to do iden- 
tically the same thing. 


The contact that is main- 
tained at all times between the 
Division Booker and the District 
Booker insures to each District 
Manager the most comprehen- 
sive and competent knowledge 
of pictures and proper bookings 
we have yet been able to devise, 


' District Manager that his indi- 
vidual theatre manager will at 
all times receive the very best 
and immediate information. 


The same thing holds true of 
the Advertising Department, be- 
cause the Division Advertising 
man, located in New York, gathers 
together all of the material that is 
furnished by the home-office and 
sends it through to the District 
Advertising man, and again there 
the District Advertising man is 
furnished in an immediate and 
direct manner with everything to 
bring to the theatre manager’s at- 
tention for better results. So that 
in effect what is happening is that 
if there are nine Divisions operat- 
ing from the home-office there are 
27 men in addition to all of the 
executives of the company at your 
service. 

Study this set-up—learn it 
backwards—so that at all times 
you are familiar with just ex- 
actly what is available to you. 


Acquaint your theatre manager 
with this set-up so that he in 


his territory, 


turn has increasing confidence 
in the multiple manpower that 
has been set up to help him 
function. The only failure that 
we can have is in the failure of 
the District Manager to properly 
realize all that is in front of 
him with which to work. 

For example, it may be true 
that a Division Director is new to 
just as a District 
Manager may be new to his ter- 


ritory, and when that is so, the 
Division Booker or the District 


Booker, or else the Division Ad- 


vertising man or District Adver- 
tiser will know the territory. So 
that, where formerly we relied 
wholly on the District Manager to 
function today we have the added 
security that if his territory is 
new, the machinery has been set 
up whereby other men are on. 
hand to whom the territory is 
familiar. 


All Must Benefit 
From New Set-Up 


As I said earlier in my talk, in 


the beginning there was some con- 
fusion, and I am certain that the 


Division Director and _ District 


Manager did not fully comprehend 
just what was intended by the ad- 


ditional expense of all of these 
men. : 

I hope that by the time this meeting 
has been finished, every Division 
Director and every District Manager, 
every Division Advertiser and every 
District Advertiser, and every Division 
Booker and every District Booker, will 
have become so thoroughly familiar 
with the setup itself, and the reasons 
for the set-up, that never again will 
there be any confusion as to why it 
was created, and that from now on 
each and every one of us will avail 
ourselves cf this set-up and make full 
use of everything we have to work 
with. 

Between your Division Director, 


Division Booker and Division Ad- 
vertising man I am reasonably as- 
sured most every bit of film is 
seen. 
arranging to send into the Dis- 
tricts previews of the prints, so 
that you men in the field may also 
see as nearly as possible every bit 
of product. 
is my idea that the District Booker 
is expected to see every inch of 


In addition to that we are 


In this connection it 


film that he can get from the Ex- 


changes as far in advance as pos- 


sible, and to arrange to at least 
have the majority of this film 
seen by both the District Adver- 
tising man and the District Man- 
ager and that collectively the Dis- 
trict Manager, District Advertiser 
and District Booker will ultimate- 
ly have the individual theatre 
manager see the product which he 
will run at his own theatre. 
The District Advertising man is 


expected to bring to his District | 


Manager every bit of advertising 
and publicity material gotten out 
from every source in the home- 
office for the purpose of advertis- 
ing and exploitation. In this con- 
nection I want to say to you that 
a tremendous amount of work is 
turned out every week by Messrs. 
Botsford and Lem Stewart for the 
benefit of our theatres, and if any 
District Manager is not getting 
this it is because he does not quite 
know just what the home-office 
has available to serve him. 


By the same token pictures are 
run daily in the home-office—fea- 
tures and short subjects — and 
every bit of information possible 
can be transferred to each District. 

While I do not mean to infer 
that the millenium has arrived— 
that this is now working 100 per 
cent—yet it must be clear to you 
from the manner in which it is set 
up that it is only a question of 
time when it will work 100 per 
cent, and any failure for its not 
working 100 per cent is principally 
due to lack of going after the ma- 
terial that exists in the home- 
office. 

I may not have outlined this 
organizational movement as clear- 
ly as I should like, because it 
would have been much better for 
me to have discussed it with you 
rather than to put it in writing, 
but I am sure that Mr. Chatkin 


will clarify anything that I may 
have left out in this connection. 


Mr. Katz’ Idea 


of a District Manager 


With all of this material, there- 
fore, each District Manager, with 
the huge office force, and the 
break-down as I am outlining.to 
you, you will understand what I 
am about to say about my idea of 
a District Manager. 


Having given you the author- 
ity and responsibility outlined 
above it must be obvious that it 
is given in the hope that the 
man who discharges it is of suf- 
ficient mental calibre to have a 
full appreciation of that re- 
sponsibility—first an appraisal 
of his company, and next, an 
appreciation of the capital in- 
vested in his District, and then 
a realization of the seriousness 
of the responsibility to bring a 
proper return on that capital. 


A District Manager is presumed 
to be a man who has risen from 
the ranks and to have learned 
from the school of hard knocks 
just what this business is all 
about, and to also have acquired 
a human understanding of the 
handling of other men. 


My idea of a District Manager 
is that fellow who can engender 
great fighting spirit in his men— 
the fellow who can stimulate his 
younger men to great and greater 
efforts and achievements—a man 
who can really inspire other men 
—a man who can make his man- 
agers understand that his com- 
pany must at all times have char- 
acter—that his company’s obliga- 
tion to the public is great—and 
that every employee of the com- 
pany must have decency and char- 
acter. 


A District Manager must so de- 
port himself that by his every 
conduct and speech and his man- 
ner he leaves unquestioned the 
propriety of the relationship of all 
of the employees in his district to 
their patrons. 


A successful District Manager 

must appraise good-will in his ter- 
ritory. He must encourage it. 
He must analyze all the avenues 
that create good-will—newspapers, 
civic associations, etc.—and estab- 
lish, contacts that promote in- 
creasing good-will. He must 
kn his theatres from garret to 
basement, and more important 
than knowing them, he must regu- 
larly visit them and set an ex- 
ample that every manager will 
unequivocally follow, for unless 
you have the willingness and the 
urge to inspect every detail of the 
theatres in your District you can 
rest assured that your managers 
will not do it. 
A District Manager is presumed 
to have shown business acumen to 
justify his position. He is pre- 
sumed to have learned the value 
of cost control—a well-balanced 
and methodical appreciation of 
proper disbursements. 

A successful District Manager is 
expected to be a good business 
man, because, finally, when all is 
said and done our business is a 
business like others and must re- 
duce itself to a proper balance 
sheet. 

Now, what is most important 
of all in a District Manager is 
—that he learn to thoroughly 
organize himself so that every 
bit of his work is co-ordinated, 
that in talking to his managers 
he leaves the impression at all 
times that he has thought out 
his subject well in advance, and 
that his accumulated experi- 
ences are being related to his 
managers, so that each expres- 
sion is synchronized with the 
thought preceding and the one 
expressed subsequently. 

A well-organized District Man- 
ager comes to his towns with his 
mind well directed to each specific 
subject which he will discuss with 
his manager, and in a _ well-or- 
ganized, well-thought-out manner 
explain to the manager every 
question that may arise and the 
problems of that given manager’s 
operation. 


If I were present at this meet- 
ing I should dwell long and hard 
on the subject of having yourself 
well-organized. Nothing is as 
fatal to a business as a dis-organ- 
ized executive. No business can 
survive dis-organized executives. 
No young man can be properly led 
or trained. unless the superior has 
first taught himself the value of 
clear, systematic, direct, well- 
thought out, co-ordinated and or- 
ganized thinking. 

One of the great functions of a 
District office is that the District 
Manager learn the weaknesses and 
strengths of the individual man- 
agers in his territory and discuss 
those weaknesses with his District 
Booker and District Advertiser 
until the three men have absolute- 
ly and completely analyzed each 
manager, and after making this 
analysis decide whether the given 
manager needs more advertising 
help or greater understanding of 
his booking problems or his direct 
management problems, and where 
the manager needs additional ad- 
vertising help see that the District 
Advertising man spends the neces- 
sary time with this given Manager 
to help build him up, and to see 
that the District Booker spends 
the necessary time with the given 
theatre manager to help build up 
his understanding of pictures if 
that is where he needs help. In. 
other words, between the District 
Manager, District Booker and the 
District ‘Advertiser there is in ef- 
fect a cabinet—a cabinet of three 
men—for the purpose of making 
each theatre manager a _ better 
man. You will only make him a 
better man by, first understanding 
your manager and understanding 
him because you have studied him, 
and then giving to that manager 
the help I have tried to outline in 
the preceding paragraph. 

Enthusiasm is the heart beat 

of our business and the District 
Manager must have enthusiasm 
for his fellow workers, en- 
thusiasm for his company and 
enthusiasm for his product, and 
generate that through to the 
manager. 


Sound Must Receive 
the Proper Emphasis 


You will be addressed at this 
meeting by Dr. LaPorte on the 
most important of all subjects at 
this time, namely sound. I am 
sure that when Dr. LaPorte has 
finished talking to you he will 
have removed considerable of the 
mystery that pertains to obtaining 
proper sound results in your re- 
spective theatres. Before this 
meeting I addressed,a letter to 
each District Manager and told 
them to be prepared, in coming to 
this meeting, to think of the sub- 
ject of sound. The success of your 
program is totally dependent to- 
day on whether you have good or 
bad sound. Good pictures and 
bad sound mean a bad program. 
Good management,. good house- 
keeping, good advertising is of no 
avail with bad sound—therefore, 
be prepared to listen attentively 
and remember in detail the talk 
that will be given to you by Dr. 
LaPorte. There is a tendency on 
the part of many of our District 
Managers to assume that they in- 
dividually know more about the 
proper approach to the problem of 
sound than anybody else in the 
world, and I admonish those par- 
ticular District Managers to keep 
an open mind on what they will 
hear during the course of this 
meeting on the question of sound. 

‘Many of you District Managers, 
Bookers and Advertisers are new 
to your own chiefs. Utilize your 
nightly Division meetings to get 
thoroughly acquainted with each 
other. Speak freely. Bring your 
problems up in your night meet- 


‘ings openly and freely. One thing 


that we have encouraged in the 
home-office is the right of every 
person to freely think and express 
himself—that I always want in 
this company. I do not mean by 
that that it shall not always be 
done in an organized and organi- 
zational manner. Your executives 


(Continued on Page Eleven) 
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COLLOQUIAL AD 
~ AIDS MONDAY 
SLUMP 


In an effort to create unusual 


appeals for Monday’s ads, Merlin | 


Lewis, publicity director of the 
Toledo-Paramount Theatre tried 
his hand at the “Dear Elmer’”’ 
type displayed in the adjoining 
column. The comment expressed 
by readers makes Lewis feel that 
the ad was successful. 


The general consensus of execu- i 
tive opinion on this type of adver-i{ 
tising is that to be worth while it|# 


must be consistent and to appear 
over a period of time, it must be 
written by someone with the 
imagination of an Eddie Cantor 
or a Will Rogers. There is no 
doubt, however, that the creation 
of a character who can express in 
a funny way a selling message 
that readers will go out of their 
way to see, is very much to be 
desired. 


Lewis ‘explains that the idea for 
an ad of this type was suggested 
‘by Merle Clark, theatre organist. 
Suggestions on all phases of thea- 
tre operation are made by various 
members of the house staff as well 
as musicians and performers, and 
occasionally, the idea contributed 
is quite valuable. 


Grab Bag Stunt Used 
for ‘Street of Chance’ 


Hight merchants cooperated 
with Manager D. J. Dugan of the 
Paramount, Newport, on ‘The 
Street of Chance.’ All on the 
' main thoroughfare, the merchants 
each provided a ‘“grab-bag,”’ in 
which they placed packages con- 
taining articles worth from $1 to 
$1.50, with passes in a few of the 
parcels. Charge per grab was 25 
cents, and customers went for it 
in a big way. Tie-up included 
banner on front of each store, win- 
dow displays, and appropriate in- 
terior displays. 
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BY HECK! 


_ The comic character type of 

ad is rarely used in motion pic- 

ture advertising. Hence, when 

it does appear on the amuse- 

ment page, it stands out from 

the surrounding ads like a sema- © 
phore arm in action. Details in 

adjoining column. 


Feb. 8th, 1930: 


Went to the Paramount Theater 
yisterday ta see thet racketeer pitcher 
“THE STREET OF CHANCE!” By: 
golly it’s a humdinger! Got thet slick 
city feller William Powell in it. Glad 
I went ‘cause twan’t like 7 thot ’twas 
agonna ve. This Powell person is a 
high powe~2d gambler. Don’t think 
no more o' bettin’ a couple thousand 
smuackers on-a card than you do of 
raisin’ it a nickel in a deuces wild 
game, 


He’s got a reat purty wife too, lets 
her stay thome alone all the time, and 
don’t ever give her any lovin’. .He’s 
always amessin’ with those-tough slick= 
ers. They keep agunnin’ for him, but 
he outsmarts ’em, by cracky. 

They got one o’ them thar girl bands 
Jrom the Ziegfeld Follies show on the 
stage thar too, 25 of ’em. Talk about 
pippins—Gosh. Caught one of ‘em 
lookin’ mie over. You know the way I 
got with wimimin, Elmer! If Aunt Min 
hadn't bin along there’s no tellin’ what 
1 might o' done. But you know wat 
a old crab she is. Ast how she liked 
the show ... she said purty good. By 
golly ef she says purty good you can 
bet it’s durn good. Stranger sez to me 
on the way out “Great show Gov'ner” 
-.. J sez, “Yer durn tootin’ tt is.” 


Yours Truly, 
P. Ss. Gil a look at the hot shot 


thet tried to flirt with me. She’s the 
second one from the right end. 


SS 


Dennis King Poses With 
Managers for Publicity 


When Dennis King recently 
made a personal appearance at the 
New York Paramount, several dis- 
trict managers from various ter- 
ritories posed with the star of 
“The Vagabond King.’’ These 
photos were sent to the respective 
localities and planted in the local 
papers, mentioning the picture’s 
playdate at that city’s Publix 
theatre. Same stunt used with 
visiting critics. 


‘Tea for Two—or 
More’, Slogan 
in Detroit 


Taking advantage of the craze 
for tea leaf readings, the publicity 
department of the Paramount 
Theatre in Detroit decided to tie- 
up the leading tea leaf readers of 
the town, and serve. tea on the 


|mezzanine of the theatre, as a 
| boost for the ‘““Tea For Two’? num- 


ber in ‘“‘No, No, Nanette.”’ 


H. T. Curiston, one of the ex- 
ploitation specialists of the Publix 
Detroit publicity department, pro- 
moted the Jewel Tea Company to 
bring several demonstrators from 
Chicago for the run of the picture, 
to brew and serve the tea. He also 
tied-in a sugar concern, so that 
the only expense to the theatre 
was a few dishes, cups and saucers, 
purchased at a five and ten cent 
store. 


Not only did he promote the tea 
leaf seeress.to work for nothing, 
but he induced them to give over 
the windows of one of the larger 
tea rooms in town to a big window 
display, and further prevailed up- 
on them to take newspaper space 
advertising the theatre. ; 


The stunt proved so effective 
that Manager Carl Krueger of the 
Paramount received a large num- 
ber of letters from Detroit resi- 
dents congratulating the theatre 
upon the innovation. 
Curiston’s arranging a deal where- 
by tea and coffee are to be served 
to patrons on the mezzanine with- 
out any cost to the theatre, during 
the run of “‘The Vagabond King.’’ 
Curiston also arranged to continue 
the tea leaf readings without cost 
at the Paramount, while one of the 
seeresses reads a crystal at the 
State Theatre in connection with 
the engagement of George. Arliss 
in ‘‘The Green Goddess.’ <. 


Herman Bamberger has as- 
sumed management of the Ken- 
tucky and State Theatres, Lexing- 
ton, Ky. He was. transferred 
from Bloomington, Ind. 


This led to| 
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THANKS!! 


Dear Mr. Serkowich: 


At a meeting of our eigh- 
teen managers in Greénsboro 
it was a unanimous thought 
that the bound volume of 
Publix Opinion and _ the 
weekly issue of Publix Opin- 
ion are very valuable contri- 
butions to the progress and 
prosperity of the Publix- 
Saenger Theatres of North 
Carolina, Inc. 

It was decided in the 
meeting that I send to you 
this letter expressing the ap- 
preciation and commenda- 
tion of these men for the 
splendid and effective effort 
you and your organization 
are extending for the benefit 
of the field. =. 

Yours very truly, 
M. S. HILL. 
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NEW RECORDS AT 
N. Y. PARAMOUNT 


Division Director Milton H. 
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Feld has furnished Publix Opinion | 


with exact figures on the records 
broken by Buddy Rogers, Paul 
Ash and ‘“‘Roadhouse Nights” at 
the New York Paramount Theatre. 


The house operated under such 
pressure Friday, Saturday and 
Sunday of the record-breaking 
week that it was necessary to run 
six stage shows daily. The new 
box-office record is $94,806, which 
is $1500 in excess of the record 
established New Year’s week. The 
previous attendance record of 
124,800 was moved up to 131,364, 
an increase of 6,564 paid admis- 
sions. The midnight show record 
was broken by $2,200 on the 
week, and the single day record 
was broken on Saturday, chee 
26th, by $600. 


/ DIME RHYME 


“Kids a dime, any time!” 

Houses making a play for ju- 
venile patronage at a ten cent ad- 
mission can make use of this 
catchy line from a Seattle ad. 


“PUBLIX OPINION” DAILY FORECAST CALENDAR 


1930 - SEPTEMBER - 1930, 


|obtained permission to 


Arrangements for the construc- 


Hamilton, Ohio, have been an. 
nounced by the real estate depart- 
ment. It will be a mezzanine type 
seating approximately 1900. In 
conjunction with the theatre will 
be three stores, and a second story — 
containing offices. The theatre 
will be modern in every way, and 
built according to the best prac: 
tices. It will be. especially adapted 
to sound.. ee Pe 


| 


STENCIL SELLS 

Manager Jerome Zigmond of th 
Avalon, Grand Junction, Colo. 
stencil | 
prominent street corners when e. 
played ‘“‘Street of Chance.”’ The. 
message was “‘Every Street is a. 
Street of Chance — Watch Your. 
Step.”’ 


ZU 


_ NEW YORK 
PROGRAM 
PLOTS 


Week Beginning March 14th 2 


New York Paramount 


. Overture, ‘Irish Rhapsody,” 
Rubinoft 

. Paramount Sound News and 
Sound Trailer on ‘Young 
Eagles” 

. Organ Concert—Crawfords.. (7) 

. Publix Unit—Sammy Cohen. (87) 

. “Sarah & Son’’—Paramount. (76) 

SOM railers. ics Sisieies vets nt 2) 

140 ‘minutes 


, 


AAAI 


Brooklyn Paramount 
. Overture, ‘Irish Rhapsody,” 
Boguslawski (6 
. Paramount Sound News and 
Sound Trailer on 
Eagles’’ 
. Organ Concert—West 
. Paramount Short 
. Publix Unit—Vallee, Hill.. 
. “Sarah & Son”—Paramount. cs 
. Trailers 2) 
140 minutes — 


Rialto 
“Be Yourself’’—Second Week 
Rivoli 
“The Love Parade’’—Third Week 
Criterion ; 
“The Vagabond King’’—Fifth Week 


sll TTT 


“(THE history of Publix is the achievement of its man-power. MAN-POWER bs cabtied Publix ¢ to the leadership it enjoys in the ae And MAN-POWER , 


will insure the continuance of that leadership.” — pavww 1. carxmny, General Direcor of Theatre Management 


eer full-week or split week policy, keep your program-pl 


for each w 
tures, theeeg elise footage, running time, running order, sap he ere stage show, lobby-talent, and 


campaign 


eek, here. Jot down titles, s1 


Your BEST 
campaigns should 
be given to the 
“average” 


Look over roofs You have the 


Con eee 
Resistance 
comes from 
the competition for 
public attention 
offered by radio, local 
events, weather, etc. 


Are your ad 


Got Sawa here WHAT is unfinished for the 


week and WHO was assigned to follow through. } 


FEST RUSS SS SSE nsec cin avai ee remit StU CED SO RN A PPE ol EVE aR ee RE ee 
PROGRAM-PLOTS ee ae SUNDAY _[ MONDAY [| TUESDAY __ | THURSDAY _| SATURDAY | SATURDAY _| REMARKS 


THE SCHOOL 


attractions! They - 


need help more 
than the big sure- 
fire hit-shows! 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. II1, Nos. 10, 12) 


You should refer to 
Vol. Ill, No. 15 of 


PUBLIX OPINION | 


every 3 months for 

EXPLOITATION 

HUNCHES and sales 
stimulants, , 


DO YOU read and 
act on all manuals, 
press sheets, etc. ns 
thoroughly land 
intelligently? 


Today is 
Labot Day. 


What are you 
doing about 


' picture hit-songs? 


Tie-ups? 


Pocket Note Book | 


is Your First Aid. 

Jot down thoughts 

as they occur to 
you. 


Is your projection- 


ist getting a copy 


of “Sound Tips” 


regularly? 


forget a stunt for 
Columbus Day (Oct. 
12th). Copy slant: 
“Columbus discover- 
ed “America but you 
can -discover Nancy 
Carrollin..” 


and exterior metal 
for repairs. 


Institutional ads 
build permanent 
good will for your 
theatre and organ- 
ization. 


Help to stop the waste 
in good, repeatable 
ideas. Tell ’em TO- 
DAY to PUBLIX 
OPINION (the offi- 
cial “voice” and “idea 
exchange”). 


Jewish Holiday 
Today. 

NEW YEAR’S 
EVE. 


Daylight Saving 
Time Soon Ends, 
Publicity stunt— 

turning back clock. 


Merchandise. 
SELL IT! 


Are you still spon- | 


soring Saturday 

morning children’s 

matinees forParent- 
Teacher Clubs? 


Today is 
Jewish 
New Year’s 
\Day. 


(Copyright 1930—Publix Theatres Corporation) 


schedules planned 
intelligently? 


“It is generally the 
manager who will not 
or can not SELL, who 
takes the time he 
should use for SELL- 
ING to complain 
about product.”—JACK 
BARRY, Dire of 
Personnel. 


PREPARE FOR 
FOOTBALL 
SEASON! 
Newsreel shots sell 
tickets and transfer 
football interest to 
your theatre. 
(PUBLIX OPINION 
Vol. I11, No. 8.) 


Have you started 
planning for your 
Hallowe’en stunts? 


PUBLIX!!! 

+. the trademark 
everywhere, for the, 
World’s Highest’ 
Standard of The- 
atre Operation and 
Entertainment. 


Back files of Manuals 


an 
PUBLIX OPINION 
will give you ideas to 
overcome that 
resistance. 


Pecoacs for Hal- 
lowe’en Goodwill 
Campaign. 


OPINION, 
Vol. Ill, No. 4.) 


Whatare you doing © 


for World Series 
tie-ups? 


RE-OPENING 
SLUMP IS 
CREEPING UP! 


Don’t let 
your MON DAY 
BUSINESS turn 

into “blue” or 
“ped”, 


YOUR 
THEATRE IS A 
COMMUNITY 

ASSET! 
Stress that fact in 
effecting tie-ups. 
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KEYNOTE OF 
MESSAGE BY 
~MR.KATZ 


(Continued from Page Nine) 

in the home-office are the best 
group of men I knew how to 
gather anywhere. The grass 
looks greenest to me right under 
my nose. In other words, every 
member of the Cabinet I sincerely 
believe to be the best man for his 
job anywhere and that same con- 
fidence I ask you to share, and 
that is why we have a fine, human 
understanding of each other, and 
that is why I say you may speak 
freely but not ‘‘smart-alecky.”’ 
There is a distinction between 
freedom of expression and the 
“smart-alecky’’ method of. expres- 
sion. 


Your company has made great | 


progress. It has achieved a place 
of leadership in the amusement 
world. There is a real obligation 
upon all of us to retain that 
leadership. 


Your parent company voted at 
its last Directors’ Meeting to re- 
name the Corporation the PARA- 
MOUNT-PUBLIX CORPCRATION 
instead of what it has been known 
as previously—the PARAMOUNT- 
FAMOUS-LASKY CORPORA- 
TION. You can appreciate my 
pride. when the officers of the 
parent company were willing to 
rename a trade-mark that had 
grown for over fifteen years to the 
name of the PARAMOUNT-PUB- 
LIX CORPORATION. Does not 
that point out a record to be 
proud of? Does not that simul- 
taneously add increased responsi- 
bility? I know that Mr. Chatkin 
will tell you a little bit more in- 
timately about this change in 
name. 


An Expression of Regards 
To All the Men of Publix 


In conclusion, I repeat what I 
said in the very first sentence— 
my regret at not being with you 
is among the greatest of my life. 
It is likely that I shall be away 
for several months. I am going 
away with my heart filled with 
you men—secure in the feeling 
that all of you are the best friends 
I have in the world—-secure in the 
knowledge that in my absence you: 
will make a record exceeding any- 
thing you would do if I were here. 

My appreciation and affection 
for all of you is something I am 
incapable of reducing to words. 
Those boys that know me know 
what I mean by this sentence. I 
would not trade one of you for 
any other whole organization in 
this industry. I would fight with 
the last drop of blood in me for 
each and every one of you. The 
person does not live that can 
diminish you in my thoughts one 
iota. 


When you get back to the field tell 
your managers of my great affection 
for them—of my happiness that I am 
associated with them-—of the pride 1 
have in seeing ushers grow to chief 
ushers, to assistant managers, to mana- 
gers, to District Managers, to Division 
Directors, and to chiefs of departments 
—of the pride I have in the boys in 
the field in the Advertising Depart- 
ment and in the boys in the Booking 
Depariment. 

Upon my return I am expecting 
to make a trip around the country 
to hold a/’series of regional meet- 
ings and meet all of you and your 
boys in ‘the field, and until that 
time God Bless you all. 


Alphabetized Index For 


Picture Campaigns 


A supplementary index, alpha- 
betically compiled, for easy refer- 
ence to pictures listed in back is- 


sues of Publix Opinion, was pre- 


pared by R. H. Clemons for dis- 
tribution in theatres of the Jeffer- 
son Amusement Company, a Pub- 
lix subsidiary. The index is to be 
used as a handy guide for cam- 
paigns on coming pictures. 


depend upon. theirs. 


PUBLIX PERSONALITIES 


These Publix personalities depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


HARRY SHERMAN 


As an inspiration to those showmen in Publix theatres who might 
suffer from the impression that their membership in various labor 
unions automatically limits the heights to which they may attain in 
the company, Publix Opinion this week presents Harry Sherman, Gen- 


eral Director of Special Relations. 


Mr. Sherman has one of the most 


important portfolios in the Publix Home Office Executive Cabinet, and 


is perhaps the most outstanding union-showman in America who has} has 
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SOUND ‘MATH?’ } 
STP T I ee e 
The talking picture has ¢ 
progressed so rapidly along Ff 
educational lines that mathe- ¢ 
matical sciences are now be- 
ing prepared for dramatiza- 
tion by mathematicians of 
Harvard, Princeton, Brown, 
Northwestern and the Uni- 
versities of Chicago and 
Wisconsin for exhibition at 
the Chicago World’s Fair in 
19383. 
Talking motion pictures 
of Hinstein’s theory of rela- 
_ tivity, differential. and. in-. . 
tegral calculus, the theory of 
numbers and logarithms, the 
theory of knots, why a circle 
is not and cannot be a 
square and the ever-present 
fourth dimension, will be 
some of the ‘scenes’ photo- 
graphed. 


: 
¢ 
; 
; 
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SOUND TRUCKS 
REPAY VAST. 
OUTLAY 


L. L. Edwards, Associate Gener- 
al Director of Advertising and 
Publicity outlined to the conven- 
tion the experiences of the men in 
charge of the various ‘“‘sound en- 
tertainment trucks,’ during the 
last six months. 


“The idea has already more 
than repaid the cost of the trucks 
and their maintenance,’’ Edwards 
said. ‘Further than this, the ben- 
efits will extend for several years 
to come. The novelty has worn 
off, but new ways to use them are 
constantly developing, and repeat- 
ed visits to each town always 
bring a new flood of ticket sell- 
ing publicity.’’ 


Mr. Edwards also explained the 
fact that national distribution of 
talking-trailers reaches the sum 
of $500,000 for Publix, and dis- 
cussed the various problems that 
enter into company policy in the 
matter. 


.SUNBURST 


A special issue of the ‘Sun- 
burst,’’ a mimeographed publica- 
tion ‘‘conceived and edited by the 
Eastman Theatre Service Club’”’ 
been dedicated to Dennis 


elevated himself in a theatre organization far beyond the general| King. 
status of benefits guaranteed by union membership. 
Mr. Sherman has charge of all special problems pertaining to 


the company contact with all labor organizations. 


All contracts, dis- 


putes and settlements pass through his department, as well as all 
special effort on the part of the company to maintain the high cordial- 
ity and mutual understanding that is necessary for harmony between 
the company and its union employees. 


Held Union Posts 
He was born in New York in 1894 and educated in the public 


schools. 


While employed as projectionist, he studied pharmacy and 


attended Columbia University. He did not complete his course due to 
home responsibilities but remained in the theatre, and in various 
capacities, mastered every branch of the business from stage manage- 
ment and maintenance, to projection problems and house manage- 


ment. 


While doing this, he found time also to serve the various labor 
organizations connected with the theatres, and has the enviable rec- 
ord of having held every office in the New York Operators’ Union. 
Later he became an International Representative of the I. A. office 


and then became the youngest man ever to hold the office of Assis- 


tant President of the International Alliance of Theatrical Stage 
Employees and Moving Picture Machine Operators of the United States 


and Canada. 


His great faculty for tact and diplomacy, as well as high char- 


acter and forcefulness in reaching logical conclusions, won for him 
such popularity that the walls of his office contain many interesting 
tokens of affection bestowed upon him by the ‘“‘locals’’ of many cities. 
A cancelled check, endorsed by him to charity, and representing a 


gift of $500.00 to Mr. Sherman from the International Union organi- 


zation, is one interesting tribute to his effective work in behalf of 
both theatre owners as well as union employees. 
Brings Harmony 


His intimate knowledge of all of the problems of theatre opera- 


tion, financing, potential income, operating costs and general business 


hazards is balanced on the other side of his vast store of knowledge 


of union viewpoints, procedure and law. His general character has 
made it possible for him to successfully bring about the solution of 
every difficulty that has presented itself since the formation of Publix, 


and his is the unique record of having not only brought about com- 
plete satisfaction for the union organizations, but for the industry 


as well. 


Largely because of his helpful understanding and activities in 
contacting the leaders of'union labor, major difficulties have never 
On the contrary, an enthusiastic spirit of co- 
operation and loyalty has developed in each theatre on the part of 


occurred in Publix. 


BOOSTER DRIVE 
TS BIG AID T0 
SOUTHWEST 


February was prosperity. month. 
Throwing the entire resources 
of the theatres of the Southwes- 
tern Division into one of the larg- 
est good-will drives ever attempt- 
ed, Ray Beall, divisional advertis- 
ing Manager, with the co-opera- 


tion of managers, and advertising 


‘mations, 


|men, carried. prosperity..month.as 


an anti-slump movement into five 
states. 

Proclamations by governors and 
mayors, civic drives by chambers 
of commerce and local merchants, 
special activity by official and 
semi-official institutions, and 
newspaper campaigns took place 
in all Publix towns in the divi- 
sion. The greatest part of the ef- 
fort, of course, was made to sell 
individual shows. Activity was 
also concentrated on spreading the 
gospel of prosperity as a tonic for 
business, 

Although the idea for the drive 
was. suggested in each locality by 
the Publix representative, it was 
put into effect by civic and busi- 
ness leaders. This action caused 
section-wide word of mouth com- 
ment favorable to Publix among 
tradesmen and townspeople. 

The results of the activity were 
so outstanding that Publix Opin- 
ion has been flooded with a mass 
of tear sheets, specimen cam- 
paigns, one sheets, window cards, 
prosperity banquet menus, procla- 
photographs, heralds, 
streamers, and what not. Lack of 
space makes it impossible to re- 
produce this material, but in view 
of the fact that it is so valuable, 
it is all being turned over to 
Vivian M. Moses, advertising and 
publicity expert in charge of the 
Second Quarter Campaign, who 
will incorporate the best ideas of 
the movement in the special man- 
ual being put out for the drive. 


Theatre to Be Erected 
For Publix in Middletown 


Arrangements for the construc- 
tion of a new Publix theatre in 
Middletown, Ohio, have been an- 
nounced by the real estate depart- 
ment. It will seat approximately 
1886 with 1508 seats on the or- 
chestra floor and 378 on the mez- 
zanine floor. In conjunction with 
the theatre will be one or more 
stores. The theatre will be mod- 
ern in every way and especially 
adapted to sound. 


INSTITUTIONAL SELLING COPY 


The trend in modern showmanship is to build institutional 


prestige and patronage. 


This is recognized by Wallace Allen, 


publicity director for the Florida West Coast District who from 
time to time issues suggestions of copy that may be adopted 


for lobbies, newspaper ads, and trailers. 


suggestions below: 


Note some of the 


JACKSONVILLE’S NEW MEETING PLACE! 

When you’re early for a show, or if you’re meeting 
someone—you won’t mind waiting at the Florida Theatre. 
Chances are you'll enjoy it! 
tertaining features you will find at this theatre (list thea- 


tre’s attractive points.) 
EVERY WEEK! 


Not just occasionally, 


Among the comforts and en- 


but every 


week, the Florida brings you the choice of the world’s best 


pictures augmented with 


units. 


specially selected supporting 


LIKE THE MAGIC CARPET OF BAGDAD the Vivian 


Theatre furnishes you a cool refuge from the heat! 


Join 


the merry throngs that are attending the Vivian each day, 
and be carried away on its magic carpet to the coolest and 
healthiest spot you ever imagined! 

Entertainment is essential to health and happiness! 
Get yours at the Arcadia each week! 

Publix brings you entertainment that only. the resources 
of an internationally organized institution could make 


possible. 


Watch your copies of Publix Opinion for additional sugges- 


tions. 


Each issue abounds with them. 


union employees, that has had an important part in creating the high 
standard of showmanship Publix offers its patrons. 


Mr. Sherman “talks the language’’ of the theatre owner and man- 


ager, and he ‘‘talks the language” of the union employee. 


He speaks 


straight and to the point and thus has invariably brought about har- 
monious relations wherever duty has called him in Publix. 


YOU HAVE THE 
MERCHANDISE 
SELL AITS 


BY... Theatres YJ 
we t Jd, 


The Official Voice of Publix 


YOU HAVE THE 
MERCHANDISE 
SEEL.TL! 


USL. 


Publix Theatres Corporation, Paramount Building, New York, Week of March 14th, 1930 


My idea of an ideal district manager is that fellow who can engender great fighting spirit in his men—a man who 
can make his managers understand that his company’s ob ligation to the public is great and that every employee of 


the company must have decency and character! 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix: Opinion 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 
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KNOW YOUR ORGANIZATION 


Everywhere in the Drake Hotel in Chicago last week, huge 
signs, reading “KNOW YOUR ORGANIZATION,” and sign- 
ed with fac-simile signatures of Sam Katz, arrested the at- 
tention of the convention delegates. 

The idea is a splendid one. Only by the most complete 
knowledge of the personnel, ideals, and activities of our as- 
sociates in Publix, can we hope to do a complete job for Publix, 
and hence for ourselves. In that slogan is the essence of our 
chances for progress in Publix. 

Publix is made up of a splendid set of men—the best in 
the world. Each man is the best possible selection for the 
post he fills. In the heart of each man is fullest sympathy and 
willingness to understand the problems of his co-workers. 
There is no “politics” in Publix, and there is no other measur- 
ing-stick for advancement other than merit. Merit, of course 
comprises numerous qualifications among which are included 
capability, willingness, aptitude, ability and desirability. If 
you are sufficiently zealous to really get to know the people 
whom you find as your business associates, unquestionably you 
will simultaneously discover that all of the necessary qualifica- 
tions of merit, are also present within yourself in great abund- 
ance—just as they are present in those about you. 

The slogan, “Know Your Organization” was coined by Mr. 
Katz. It is perhaps the most valuable advice you have ever 
been offered in Publix. ‘ 

In aiding you to know your organization, Publix Opinion plays 
a part that is as important as you wish to make it. Your con- 
tributions about yourself, and those about you, are important. 
Your careful reading of the complete contents of the paper is 
equally important. Mr. Katz has made Publix Opinion the 
official voice and quick, human contact of the company because 
it is intended as YOUR voice. He expects you to use it. Con- 
tributions and contacts are to be made directly from you to 
the editor. Mr. Katz extends to you the privilege to send 
anything you wish, without asking permission from anyone. 


A PRICELESS INGREDIENT 


The opinions of a master showman on the ingredients which 
constitute true showmanship are invaluable to everyone in the 
motion picture industry. For this reason, the comments on this 
subject, made by Emil E. Shauer, General Director of Paramount 
Foreign Department, in a recent issue of “Paramount Around The 
World” are here re-printed: 

Showmanship is made up of various ingredients. 

Effort—energy—enthusiasm—knowledge of product — per- 
severance—advertising ability—all these elements the intelligent 
showman needs to achieve success—to deliver the goods! 

The crying need right now is for that rarer element—that 

priceless ingredient..... ° 

Resourcefulness! 

The dictionary defines this precious word as, “Abounding 
in resources, fertile in expedients.” 

Ah! That’s it! Fertile in expedients! 

The resourceful man is one who, when he cannot do a thing 
one way, does it another! 

The point is: He does it! 
finds a way! He doesn’t quit! 

He forgets precedent—the old rules don't fit the new condi- 
tions anyway! 

Somehow he hurdles the obstacle! Somehow he finds a way 
to do the thing never done before! Somehow he accomplishes 
the impossible! 

The prizes in life—the promotions in business—all go to 

the resourceful man! 


No one tells him how! He 


SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


To provide an opportunity for pro- 
jectionists to check on their applica- 
tion knowledge of projection, a series 
of questions and answers will be run 
in Sound Tips. Managers will do 
well to study these, too. Typewritten 
copies of these questions and answers 
should go to the projection booth just 
as in the past. 

QUESTIONS 

7. If while playing, disc sound 
stopped suddenly on one machine, 
while the other machine remained 
okay, what could you do to keep 
the show running? 

8. If there was a bad hum in 
the movietone on one machine 
only and you could not hear it in 
your monitor—what might the 
trouble be and how could you 
eliminate it while the other ma- 
chine was running? 

9. If your 42-A amplifier read 
60 and one 43-A read 120 and the 
other 43-A read 100, would you 
suspect any trouble, and if so, 
what would you do to prevent in- 
terruption to the show? 

10. If your motor went badly 
off the proper speed, How would 
you remedy the trouble? 

11. If your 702 Type Fader went 
bad on both sides, at all settings 
and every key position, and you 
could not repair it or get a new 
one immediately, what could you 
do quickly to keep the show run- 
ning? 

ANSWERS 

7. Look for a loose connection 
in 29-A connecting block or at 
Fader and change reproducer. 
After show it will be well to re- 
place reproducer and test to see 
whether same is O. K. 

8. The only noise that cannot 
be heard in the monitor as well as 
in the stage horns is pick up of 
the noise made by the projector. 
This is a mechanical pick up 
which can usually be eliminated 
by clearing the movietone ampli- 
fier where it is touching some por- 
tion of the casing. Check to see 
there is no bind in floating shaft. 

9. Replace 211-E Vacuum Tube 
in 43-A Amplifier that had reading 
of 100. Test is made by removing 
one tube at a time and noting 
meter reading. 

10. Replace V-3 or V-4 with 
205 D Vacuum tube in control 
cabinet. 

11. Use a double pole double 
throw switch for the fader con- 
necting the fader output to the 
blades of the switch and connect- 
ing a pair of head phones in series 
with switch blade as a compensat- 
ing resistance. The output from 
each projector is connected to op- 
posite ends of switch. 


Station K OL Supplants 
KXA as CBS Unit in Seattle 


Future Paramount-Publix radio 
hours will be put on the air in 
Seattle by Station KOL of the 
Columbia Broadcasting System, 
instead of KXA.  _ 

Columbia has two stations in 
Seattle, heretofore dividing its 
programs between Stations KVI 
and KXA. The latter is being 
dropped from the roster of Colum- 
bia affiliations and the transmitter 
KOL has been substituted. 


—SAM KATZ, President, Publix Theatres Corp. 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Make 
Warner 


Record 


No. Subject 


Isle of Escape—6 reels (AT) 
Are Dangerous—9 reels 


ox 
DeForest 
DeForest 
RKO 
Tiffany 
ist Nat'l. 


OF TALKING SHORTS 
PARAMOUNT 


(AT)—AIl Talking: 
LENGTH 


Stronger Sex 
Dresden Dolls 
Chinatown Fantasy 
Ballet Class 
Introduction of Mrs. Gibbs 
Desperate Sam 
His Honor The Mayor 
Sarah & Son (Trailer).....--+.+++> pike beiacstor exe 
Honey (Trailer) 
News No. 62 
News No. 63 
WARNER 
3800-1 The Potters ‘Getting A Raise” 
3816 Jack Buchanan (Glee Quartette) 
3825 Letters 
3850 Sultan’s Jester (Colored) 
3641 Ann Pennington ‘‘Hello, Baby” (Colored)... 18 min. 


Review No. 35 10 min. 


EDUCATIONAL 
Caviar—Terrytown 
Match Play 


7 min. 
22 min. 


3 min. 


Fox ; 
Such Men Are Dangerous (Trailer) 
4 min. 


Big Party (Trailer) 
COLUMBIA 
Vengeance (Trailer) 3 min. 
18 min. 
21 min. 
4 min. 


Hot Bridge 
Cash & Marry 
Sergeant Grischa (Trailer) 
UNIVERSAL 
Dames Ahoy! (Trailer) 
UNITED ARTISTS 
Hill Harbor (Trailer) 
Lummox (Trailer) 
INDEPENDENT 


3 min. 


4 min. 
4 min. 


Nobody’s Kid 18 min. 


Troopers Three (Trailer) 3 min. 
Length of Synchronous Shorts 
PARAMOUNT 
I’m Forever Blowing Bubbles (Cartoon)... 
Length of Non-Synchronous Shorts 
PARAMOUNT 


8 min. 


News No. 63 9 min. 
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With Byrd at the South 
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“Sound Level” is Burn- 
ing Question 

Chatkin Wins Acclaim.. 

Photos of Convention 
Delegates 

Live Lobby Principles 
Discus: 

Delegates 
Barry 

Messages from Executives 

Adolph Zukor 

Jesse L. Lasky 

Sidney R. Kent.... 

Sam Katz 

Sam Dembow, Jr.....-++. 

Speeches by Executives 

John Balaban 
Also 

Jack Barry 

A. M. Botsford 

D. J. Chatkin 


Thank Jack 


Morris Greenberg 
M. F. Gowthorpe 
L. J. Ludwig 

F. L. Metzler 
Boris Morros ., 
Vivian M. Moses 
E. V. Richards 
William M. Saal 
M. Schosberg 
Charles Skouras 
Dr. Emanuel Stern...... 
Eugene Zukor 


4 
MERCHANDISING 


Special Pictures 
The Benson Murder Case 
by Russell Holman... 
Happy Days ‘ 
by Glendon Allvine... 
Reviews of “Shorts” 
by Louis Notarius..... 


Special Stunts 
Tags for Trailers 
Auto Tie-Up Aids Gross 
Forecast Calendar Tip.. 
Loud Speaker Bally in 
Store 
Theatre-Dinner Party... 
Plane Pinched for Park- 


troit 


fee 
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Boris Morros Talks to 
Class Training 
School 

Del Monte Radio Hour 
to Plug Paramount... 

Music Notes 
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Sound Tips 
Managers’ Self Quiz.... 
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W. K. Hollander’s Talk 
on Ads in Next Issue 

Meet the Boys 

Talkies Bring Another 
Road to Emotions.... 

New York Program 
Plots 2 

New Records at N. Y. 
Paramount > 

September Forecast Calen- 
dar 

Harry Sherman’s Bio- 
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